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IS THIS MARKET ON YOUR CHART? 

The 817,000* prosperous consumers in this 20* * county 
area spent $824,428,000* in Retail Sales in 1962 
*SM "Survey of Buying Power" ^ 
^=*ARB January -February '63 4%„^«ters. gr,pp,n. woodward 
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the greatest idea in radio since Marconi started to play around! 




WPEN LUCKY 
CALENDAR 
SWEEPSTAKES 



j lironffht b 
I i>nitifs hi 



back- b]i the dctnaiid j 
>• />// lcadi)i(j ad 



•tnatul for I 
vcrtiscrs. I 



Merchandising coupons and display adver 
tising in over 300.000 homes plus the 
hottest selling climate for your commercial' 



\ 1964 LUCKY CALENDAR PARTICIPATION NOW i 
. AVAILABLE! CALL YOUR AM SALES COMPANY ^ 
/ REPRESENTATIVE or Erv Rosner at LOcusI 4-6000. \ 
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1. Los Angeles metropolitan 
area Spanish-speaking pop- 
ulation- 

900,000 plus 

• 

2. Average yearly income: 
$800,000,000 

• 

3. For automotive products: 
$72,540,000 annually 

• I 

4. For food products: 
$434,700,000 annually 

YOU CAN HAVE YOUR SHARE! 

72 National Advertisers on 
Spanish-language KWKW 
reach approximately 277,880 
Latin-American homes per 
week at a CPM of $0.72. 
KWKW's 5000 watts speak the 
language convincingly to a 
loyal audience. KWKW has 20 
years' proof waiting for you! 

KWKW 

5000 WATTS 

Representatives: 
N.Y.-National Time Sales ! 
S.F.-Theo.B.Hall 
Chicago— National Time Sales 
LosAngeles-HO 5-6171 
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GT7: 

j^irst III 
T/.y7m/c/p/mi 

IMiilailtlpliia's (.Miarlcs W'illson 
I'cale — pi)iitici;in, naturalist, taxi- 
ilcnnist, iltiitist, father of 11, 
and autiior of " IJuilclinn Wooden 
i{rid{»ts" (1797), and "Domestic 
Happiness" (1816), is reiiienihercd 
best as a portrait painter of the 
younp nation's {greats. Washing- 
ton, it is said, granted fourteen 
sittings. 

In 1805, after 14 trying years, 
Peaie's efforts to form an art 
academy culminated in tiic found- 
ing of the Pennsylvania Academy 
of Fine Arts . . . the oldest tine 
arts institution in America today. 

Encouragement of talent in the 
arts i.s a Philadelphia tradition. 
Another tradition . . . WIMG's 
dominance of this great city's 
radio audience. Radio 99 . . . for 
over 5 years ... a commanding 
First in I.istcnership* in the City 
of Firsts. 
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Courlf.'!/ of Tht Dtlioil lasliluU of Aril 



" pour RAIT 
OF A MAN" 

by Itii'fio I rhiit/uri is a 
liimouy liiiiriiiili r Miiily of 
a SiKtiiisIt ttfihlvmim in llir 
cnurl o/f'liili/l II '. \iiliihle 
fmiiirrs iirr Us JIuiil UtIi- 
liic awl soft /liciorlal style. 



hi a class bij Itself 



Masterpiece — exceptiouul skill, far-reaching values^ This is tlie quality 
of W'WJ ladio-tolc'vision service— in entertainment, news, sports, information, 
and pui)]ic affairs programming. The lesnlts are impressive— in audience loyalty 

and connmmify statnrc. and in AIJ^IAJ^ I \\^A/\^ I ^I'^X/^ 

sales impact fov tlie advertiser VV V\ ''ji;ill(l \V t V'J"' .!. \ 

on WW J Radio and Television. THE NEWS STATIONS 



Ov.'.co and Operated by 



The Detroit News • Aflilialed with NBC • National Represer>lalives: Pciers, Griffin, Woodward, Inc. 
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^PUBLISHER'S 
REPORT 

Promotion managers aren't what they used to be 

FDit Tllo-K wlio lii'lit'vc ill llu' |;n\ «)f ;i\ ciMi;!'-. tin' \\;i\ In lii'i'Kiiii' :i 
»l.ill()ll lli;lll.i>;(>r i» III III' I'li'i li'il |ili'-.ii|i'nl nl till' r>lii.liliM»ti'l 

I'riiiiiiiliiiii .\>'-(iri;il iuM. 

W itil till- IICU^ tll;l| Ml' \ I'li'-illi-lll l);lll K. Ui-llll- Ml I l.lll-i'dlllllK'Ilt 

i'^ l;ik.iii}: oxer ;i^ {ICMCimI iii.iiKij;fr of W I)()K. ( !l<'\ cLiiiil. llu' riii ii'iil 
H'oic i» llii'i'c Dill tif lliicc. A \(';ir ;ij;ii In.- |)r('(l<'ci-»-nr Don (!imt.im dI 
\|{(' Iwliliii iiKiili' lifjil 1)1' K('.(). S;ili Kr;iliri-rn :iiii| i- now ,| \ ire 
proidciil. A \i'iW Ix'foic iIkiI (iiflcr lii- pi c-ldcin N iniiin') Jdliii 
Ilin lliiil Icfl llii> W I'MM Suiiiiiii.-.. Iii(li;iii;i|)()li-. Ill liii\ ;iMil run 
WA'MC. Ml. c:;iiin.'l. III. 

I Ml Mill -II r|iri-i'il. Sinn' iIid-c Imip a^o (l;i\- wlicn I w.i- ])i<)m<iliiiii 
II M n. I {icr of \\ LS. (]liic;i}:ii. iiiulcr (flfiiii Sn\ tier, llu- r;:lilin' ;iiiil -l;iln- 
1)1 tile |iii)iniilioii iiKin Iki- Ix'cn goiii}; ii|> iiinl ii|>. Al in.iiiv -Kilioii- tin- 
pi'Diiiolinii iiiiiii i> -cruiiil in iMipi)rl;iiiri> niiK Id ihc nKiiKi>;i>i' .iinl -,ili'- 
iiKiii;i};<'i'. 

TIh'ic ;irt' {rood hm.-om- for llii-. \itl llic Iim-I i- llii> -lioii}; ciiiplKi-i- 
pl.K'cd oil pioniolion holli ;iiidii'iu'(> :iiid .-;ili'.- :il nio>l -Uilinii-. Il - 
n viwv oiillcl inlcrc.-lcd in ii:tlion,-il :ind i'(><rioiKil -.ilc- iIkiI doc-n'l Iwivc 
.1 <:()i)d -olid proinoiion mkiii iIic-c d.i\>. Vmi cjii -poi liini iiMiliK. 
lie'.- ^(Mi('i;i ll\ llic fidlow with Icii li;iild> .iiid lui/./iii}: lid('pli<ii)i' wlm-c 
|)rojt'ci> How oNiT from llu* div-klop lo iIk' <'li;iii'> lo llu* ("vlrj Uilili' :nid 
.-omclinu'.- oiiId llu* door. 

Tin' MI'A lias lu'lpt'd liiiii pi()ft'.--ioiiali/(' lii- jol). W Iumi llir iic\l 
LiiiniKil roiuciiliDii i- hold in San Franriico l}{-2() VDVcmhcr a n'conl 
iininlx'r will lie on hand. t'\ idt'iioc of llu' .-look dial pciii'ral nian.i<;('r- 
lake in iiavin^ llicir promo men lak<' advanlapo of llic-i' oin i'-a-\ car 
working M'--ioii.-. 

In oa.-c Noii'rc womh'iin^ wliy I'm -liowcrin^ llii.- applaii-i* on tin* 
proinolii)n man I who i- alwav- ri>adv and ahh* lo -peak for hiin-<dl ) 
l«'l MU' a.->nri' yon il .- nol iio-lalf;ia. 

If Mm'rt' a t\ or radio aiKcili.-or I waiil yon lo know ihi- man. I In- 
-,ilc-man or ivp may pel \oii on llu- air. Slay rlo-c lo llu- pi Dinolinn 
lujii and Ih 'II ludp keep \on on -iifcc— fulK . Siiicf In-'- In t ilth 
liii-y don'l iiiimdal(> him villi nii'ri'haii(li-in<; chore-. Kiil po-l him on 
}i)iir campaign or commercial. Tmic him in on il- ohjci ii\i'-. Sci-k hi- 
;nKicc and help when ncciled. 

If you ic a general manager make -lire lhal \i)iir concepl of ihe 
jiromolion man - nde i- keeping pace willi llic iiidn-lrs. \\ licii I 
x^inked for \\ L.'*' ihe proniolion man was low mi ihc Iniem pole i.nid 
Cleim .*^M\dcr will lell \oii lhal I wa- lowe-l of ihe low ). I iinc- haxe 
I'li.inged. 'riie>e hdlow- ari* imporlanl. ."^ome of them are liecoiiiin" 
in>iM,iger>. .Vnd olhei - are liirniii}: down die oppm imiiu . 



One man's view o< 
sienKicant happenings in 
broadcast advertising 
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DIFFERENT? 



COVERAGE-Natjrally V.PIR 

different V/e don't beam our signal out o' 
the US) But 50.000 watt power can do 
wonders, and I ke V/RUL, we too ha."" re 
ce ved correspondence trom Hal/ Greece 
and the Aiore Islands. Day to day hstene 
reaction comes trom a I over New Yor« 
Massachusetts. Vermont. New Hampsh re 
Connecticut Maryland and Canada 

EFFECT The people ^ho «noA the 
market— brokers, distributors, et al le 
us the Capitol District is an 18 county argp 
market You can buy 13 separate dai« 
newspapers to eHect unjuplicated circu a- 
tion in the Capitol District or 
50.000 watts of the most penetrating Radio 
to be had— WPTR. 

RATINGS -Check the costs • er 
examine N elsen Coverage Service '3 'o 
cred ted county coverage 

WPTR STATION X STATION Y STATION Z 
30% 26% 13% 12% 

Your East man will ay it out for you in 
dud ng a compar son of surro nd < c . 
Pulse reports 



YES: WPTR 

Albany-Troy-Schenectady 
VP & GEN MGR: Perry S. Samuels 




robert e.eastman ^ co-.u.. 

rtprtttnfing meier radio tfoHent 



SPONSOR 'Jii M 1,1 sr l'J(i:i 



the more 
important 
judgment becomes 
in timebuying 
decisions, 
the more important 
SPONSOR becomes... 



these are 



■ 5ruN5UK oecomes... ^ 

days of 

...because SPONSOR provides 
the basis of good judgment... 
because SPONSOR is where the 
buyers are in broadcast 
advertising 



b 
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The reappraisal has been agonizing. Formulas are thoroughly shaken. Buying is now seen as the complicated 
process it has always been. It involves intensive probing under, around, and beyond the numbers, for the dif- 
ferences between stations— some subtle, some not so subtle. These are indeed days of judgment, for which the 
broadcast trade press ^| (and your advertising in it) is the fastest, surest, most economical 






means of protection. Never ^^^^^ has the trade press been more vital to buyer or seller. 
But which trade magazine? Today more than ever the answer is SPONSOR, because SPONSOR concentrates 
on one mission alone: to feed buyers of broadcast advertising with information and illumination. SPONSOR 
spotlights what's being bought and what isn't . . . what's working and what isn't. SPONSOR points up changes, 
\ trends, techniques,and direction. In the process, SPONSOR has become more vital than ever in buying decision. 
Don't take our word for it. Ask to hear the frank, unbiased tape recordings on trade paper values as given by 
spokesmen from 20 key broadcast buying agencies. These are days of judgment in trade paper buying, too. 
Tiie times call for probing behind the kinds and sizes of numerical claims, to determine how many are relevant 
and how many are not. When you do, you'll find that SPONSOR gives you the inside track on the judgments 

of the "few who do the choosing". 

HAPPY MEDIUM BETWEEN BUYER AND SELLER 
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"I've a "Don't 

good mind lose 

to spill your 

everything!" head! 




WJXT television spills over into the entire North Florida/South 
Georgia regional market . . . capping a lead of 17% more television 
homes inside Jacksonville itself, with a rollicking run-away lead of 
250% outside the metro area! With 48 out of the top 50 breaks, 
WJXT is the most efficient regional buy. Count heads. You can 
count on WJXT to reach the biggest audience. 



Rtprtttnltd by TvAR 

waxT (£/ 

JACKSONVILLE. fLORlOA 

POST-NEWS WEEK 
STATIONS* D,v,.,o~o» 

TMt wasminOton fo»t company 



March 7963 /VS/. Mon.-Sun.. 9 A.M. to Midnight 
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Top of the news 

in tv/radio advertising 

26 AUGUST 1963 



Discrimination af agencies? N.^.('.. (!iim- 
nii.'oiiiii (III lliiMi.iii lii<;lil- pLiii- lo iii\c-ti};;ilf 
i;ii-i;il (liN<-i'iiiiiii;iliiiii in llii> jii\i-rti^iii<; iii- 
iiii»ir\ wlicn it "Ikin llu' pci -miucl tluil \m' 
lii)|)c it will li;i\i>" Id |)|'i)|iitI\ IkiiiiIIc llu- 
IIMIIi-I. i'Iki il iii;MI St.lllli-N i.oWi-ll. He 

lliiil "we're nol l.ilkiii^ (|m)l;i- 
nr prelei ciii-e-. hut ;iI>imiI (lie l;ie| llwil mhim' 
people e\i-l wlio e;ui do ;i jnh in ,i p;ii tieiihir 
inilM>li y ( ei li>iii}; ) liie\ jii-t e;iii"l 

hnnik lliroii^ii." Lowell -.liil the I i°h;ni 
l.eiifliie "liied for two to three \e;ir> to hrejik 
tliroiipih Uille<;e(l r;iei;il h;irrier>l with M)nie 
of the ui;ij()r ;iil ;i<:eiii ie.- in N. ^ . . . . tr\in}: 
to plaee (pi;i lilieil Ne<;roe> jiiil I'nerto lxie;in> 
ill po>itioii-. . . . lint I the l.e;i<:iie| foiiml the 
(loiM° >l;iiniiie(l in it- fnee. It iuwilK ^;i\e up 
. . . anil -eiit tlii> report to u-." lie revealcil 
the prohe plan- a New ^ink hroadea-t with 
W MCAV Barr> CraN. 

Radio polishes numbers: Speakiii<i hefore 
the Okla. nn)adi'a>ter- .\'.«ii. at weekend. 
Ix \\\ president Kd Hunker repinted that the 
Ihireaii s new project to i-olleet li<iiire> on dol- 
lar expenditure- in ladio wa- reeei\iii<; ■■\ir- 
tnalK 100', eonpi-rat ion" in a New ^ ork 
pilot t<'-t. I?unker. wlio-i- }xroiip ha.- heeii 
workiiij; with >I{A. .-e<>- the pilot >tii(Iy a> 
providing "a- tlioroii<;li a report on who n-e- 
radio and how inneh the\ .-peiid a- am 
niediuin now provide-." Hunker al-o feel- 
ailv ertix'r- and apeneie- vxill hiiN iiioii' lailio 
■'and hiiy with more eonfuhMii-e" if there i- 
lietter "loelniieal proof of the -oliditv of om 
aiiilienee mea-ni i'inent-." 

Elgin buys Helbros: lllpiii Nalimial W ateh 
ha> pureha.-ed llelhio<. Kl<iiii president and 
hoard eliainnan lleiiry \l. Maifioli- report-; 
puieha-e will expand l^lpiii di-trihiition. 
hroaden pro<hiet line-, and heiiefit retail jew- 
eler-. I'rivatidv held until acipii-ition hy 
KIpin. Helhro- will eoiitiniie under it- previ- 
oii- iiianaping parlner-. 



Folk-music "sleeper": \H( !'l \ "- Himirntnim 

i- piovili}; il-elf one of the -illprl-e hil- of 
till- tv \<-.ii . I lav ill}; -idh-iI a .52. it -haie in ih'- 
-eeonil of Ni<-l-i n"- Jnlv national-. \H(, i- 
now pointing; with pride to the -how - -hai'- 
ill' n a-e -ill! e il- \pi il delml , llonlrn- 

al-o ha- a \2 (,)--i'ore in 'lA -(,) li-ting-. 
iaiikiii<; it -i\th in popiilai ilv anioii<; all evi-n- 
pro<;i.iin- anion}; vniiii}; ( I H-.'t I I adult-. 
\l-o in the work-: a iii w lolk-iini-ie niaga- 
/ine. lii-ai iii}; the -how '- till" and piildi-lied 
iii<h'peii<h-iillv . dill* thi- fall. 

Lower fo upper berth: I'ornierlv v. p. and 
general niaiiagi-r id WW. New-. I'.liiier \\ . 
Low I' 1' h a - h e e n • 
iiaiiied pre-idi'iit of 
\H(; New-, .'-^pei ial 
Kveiit- and Hnhlie Af- y 
fa il -. Lower, who 
joined NH(] New- in 
I .") <). -II pe r\ i -ed 
new- film i)p<'iat ioii- 
aiiil new- hiireaii- in jj^ 
W'a -Il i II {It o II . (Iliiea- 
go anil Lo- \iigele-. and NHt]"- New-.'^vndi- 
eation -erv iee. lie wa- w itii i'.\>> New- lor -i\ 
\eai - piev ioii-|\ . and hetweeii new- a--igii- 
ineiit-. -erved with tvxo I . S. iiiloi inatioii 
ageneie-, lli- -in i e — or al Nl!(] New - lia- not 
heeii iiained. 

FCC amendments opposed: Hoard of dii ec. 
tor- of the Texa- \— ii. ot Hroaih a-tei - voted 
a re-olntion oppo-iiig the adoption ot new 
a inendiiieiit- to part three of |-<1(] iiile- on 
i-niiniiereia I eontent. and dei lared lliev would 
"liglit till' aiiieiiilnieni with legal aitioii." 
r\H pre-ideiit .lai k Hotli i haigi d: ■ riieie 
i- III) legal preeedent lor thi- gi>v ei iiiiii'iit iii- 
terfereiiee in onr Iree eiiterpri-e -v -lein . . . 
the anieiidnieiit vvonld work a true liard-hip 
on the \a-t iiiaji>iit\ of -tatioii- v\ho lainiot 
exi-t al all. iiilieh |e— provide piildie -eivice 
prograiiiing iniiler -iieh regiilalion-. 




LOWER 
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Top of the news 

in tv/radio advertising 

(continued) 



Shaw agency loses another: Second major 
iU'coiiiit lost; itt iiiontli's time for John \\ . 
Shaw Advertising (^liicitgo. i> pull-out b\ 
John Alorrell & Co., fourth larget^t meat 
packer in U.S.. of its Red Heart I'ct Food 
division, uhicli hills from Sl-1.5 million, ef- 
fective 1 iXovcndier. In July. E. J. Hrach &• 
Sons, candy mfr.. said its SI uiillion account 
woidd he taken from Shaw in Sej)tend)er. 
Morrell s move is to con.solidale it? Grocery 
I'rodnctt; division at Geyer. Morcy^ Ballard, 
wliich now handles its Broadcast Canned 
Meal division, hilling; sinue SSOO.OOO. Shaw, 
whose estimated hilling for 1962 was S9 mil- 
lion, will continue to handle Alorrell s na- 
tional advertising for Morrell Pride fresh, 
smoked, and eamied meats., plus several re- 
gional raifipaigns on the brands. 

DDB proving training ground: Second 
groiij) of creative e.xecs have left Doyh* Dane 
Bernhacli to form own agency called Jacohs 
Gihsou Vogel (first group helped form rajiert 
Koenig Lois diree yeai's ago). Prinei|)als are 
Cay Gihsoii and Murray Jacohs. vo\)\ and art 
liea(U of DDITs sales |)roino dept. for eight 
years, and H. A. \ Ogel. former DDH ac- 
coimt e.xec. With h(|s. at 1 E. 42n(l St. in 
i\. v.. JG\ starts operation,* with Frank Ltd., 
Holland Houses Tohacco. Dtirhan s Denicotin 
rootlii)aste. W(>l)er Briar Pipes, and Hattie 
Carnegie Perfumes. New agency won't woo 
to take in other i)re.sent DDB liccounts. JGV 
is aiming at (■omi)anies that feel they re too 
small for the toj) creative agencies. ])romising 
"to hring fresh creative thinking to accounts 
in the $ I ()().()()()-$.")()().()()() range, where it's 
heeu hard to huy.'" 

Moore joins Standard Oil: F-llis O. Moore, 
formerly \ .p. itt charge of pre.ss and i)td)licity 
for i\BC, w ill join the pid)lic relatioits depart- 
metit of Staitdard Oil (Acw Jersey) in n 
seitior position iti the creatixe ^er\i((•^ »li\i- 
>ioii on .'i Septeiuher. 



Desilu star rising again: After a few years 
of doldrutns, Desilti .-eems headed toward 
heights of its early snceej.?. wheti it was busi- 
est productioti house in tv. Company has li- 
quidated all batik iitdebtedness since end of 
last fiscal year atid is iir strongest financial 
positioti in its history: based on anticipated 
results of Desilu-owiied tietwork shows and 
of sales in field of domestic and foieigu syn- 
dication, company feels operating profits for 
full year repiesent beginning of its best year 
to tiate. During current fiscal year Desilii 
will have three of own series on webs — 
Glynis and Litcy Slioiv on CBS, and ftill-lionr 
Greatest Slioir on Earth on ABC — and has 
already set nrni deals for five half hour pilot 
series aimed at ]96'^■'6^, all to be financed 
l)V sponsors aiul networks. Lever Bros., via 
J. Walter Thoni|)Son. and General Foods, via 
Vouiig Kubicaiii, will each finance two jii- 
lots, and ABC will fitiatice pilot for |)tojected 
Joe Sent Me skein. Desilu is also close to con- 
cluding deals for at least one other sponsor- 
financed half-hour pilot jilus two of same 
letiglli fitiaiiced by networks, and is develop- 
iitg two of same length financed by webs. 
Also on boards is two one-hour projects which 
tuav become web skeitis without pilot prodvic- 
tiot). ''due to talent involved. 

New posts at Dow Corning: Protuotees iti 
the silicone company's advertising dei)art- 
nient are Robert S. Bloor, who becomes man- 
ager of electronic products a-dvertisiiig; 
Charles J. Lenz, who will serve as manager 
of chemical products advertising; and Mau- 
rice C. Ilotnniel, who fills the new post of 
manager of advertising stafT services. Bloor 
joined Dow Corning in 1957, was previously 
associated with Allis Chalmers. Lenz came 
to the firm iti 1953 as a market researcher, 
joined the ad deiiartment as accoutit super- 
visor iti 1959. lloninicl lias been a lupinber 
of that (Icpartmeitt lince 1951, fiist as tech- 
nical writer, then as account supervisor. 

SPONSOR-WEEK continues on page 14 
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PERSONALITY 



Floyd Ottowoy 
IwSYR GANG 



Corol Johnton 
WOMEN 




It pocks o friendly punch. Stroll down the street 
with Fred Hillegos or Carol Johnson or Deocon 
Doublcdoy. Wotch the smiles light up peoples' foces; 
heor the known-you-oll-my-life greetings from totol 
strangers. 

This friendly attitude is for you, too, when these personalities 
ore selling for you. And, that's why WSYR Radio is the 
greatest soles medium in Central New York. 

So you see what happens: 

Personality Power = Sales Power for you in the 

18-caunty Central New York area. 
Instant friends for what you hove to sell. 



Richord Hoffmonn 
BUSINESS NEWS 



Rtpretented Notionolly by 

THE HENRY 
NEW YORK • 
OHROIT 




CHRISTAl CO., INC. 
BOSTON • CHICAGO 
SAN FRANCISCO 




O'Oonnell 
SPORTS 



Deacon Doubledoy 
FARM 



John Groy 
MUSIC 
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More integration in spots: l,;ite.>l coiueiU 
;iie I'oikIs, Aiiaciii, and Clnx-k Full D' 
which lunc iiilegiatccf coiiiiiieicials; in. (>i 
completing, production, lint with Lever Hros. 
cooperating on W^isk and All detergents;, and 
and with more to come, llie giant ^tcp \ti\> 
heen made. Colgate makes no eoniment hut 
action is taking place at Ted liates, agenc) 
for Colgate s I'alniolive Kapid Shave. Fal). 
and otiiei- toiletries. One I'alniolive commei- 
cial uses a Negid in scene on ship. Integrated 
l"al) spots ai'e iij storyhoard stages. Klieiii- 
gold. which lia> heen focns of attention ioi" 
integrated social scene, says it's re-evalnaliiig 
its nse of \egioes in all media. Many advei- 
tisers aie integrating pi int ads. Stern*, Koh- 
erf Hall and others are doing it lor the lirsi 
lime. Negio nioihd agencies report hnsines> 
up. I'xpet t it to contimie *it fast pace. Book- 
ings ai.(i fre(|iientlv tov general XTDiisiiiner ad- 
\(^rtising and not just for Negro prodncls or 
pid)l ications as hefore. 



Top of the news 

in tv/radio advertising — ■ 

(continued) 

*liows. 1 .S. di^lril)nlors i-ontinuc to >c()rc im- 
portant Tnited Kingdom sales. Among the 
late>l : Konr Star W Intn iialioiiars sale of 
Iliirkc's Lair, an honi"-long delecti\e show 
^lal•rillg Cem> Marr\. to ihiee of Hi ilaiiiV top 
l\ conlracloi> ((iianada. A-K. AT\). The 
series is due to piemiere in Britain onl\ two 
weeks after its I .S. >tart on AMC T\' 20 Sep- 
lenihei-. will he ?een in Jill ke\ Hritl-h com- 
nieicial tv area>. 

Ars gratia artis: i\lan\ top t\ pei sonalilie.^ 
are also ainiiteiii- paintei s, and a ?pecial sliow- 
iiig ol such woiks will soon he axailahle to 
New "i'orkeis. With (fOod.son Todnian spoii- 
.soring the event, an e.xliihit of talent paintings 
is (hie to open lO Scplemher at the Dow n- 
towit (Jallery. with a special heiieht preview 
on 9 Septend)er. Included in the show : works 
hy ^\rleiic Francis, Steve Allen. (George \la- 
haiis. Jack I'aar. Orson Bean. Fred Gwvime. 



Girl Talk chats on: ABC Films' svndicaled Iv 
■series featnring catalyst Virgiiii;t Graham 
and a loipiiicions female panel will start: tap- 
ing sluivis for its second yeai xni 27 Augnsl. 
Xccording to Henry IMill, ABC Films presi- 
dent, airl Talk is the first syndicated daytime 
>trip knovMi lo make it into a .second year. 
The first 26 weeks of new shows have heen 
>ol(l to the CBC to he aired on (he fujl Cana- 
dian liiie-np this fall; 17 U. S. stations have 
also signed up even hefoie the oHicial an- 
iioiincemenl of the sIlow's coiitiiiiiance. The 
-how features an cvei-i'hangiiig panel ol 
promiiienl women discussing siihjecis uf par- 
licnhu' interest tc» females — and takes delight 
in pulling diamelrically o|)posed women to- 
gether vvillioul prior warning for resnlting 
fiv ing fur and feathers. 

Big British sale: Despile light (10-11', I 
ipiolas on I .S. and other iion-Bi'ili>li film 



Hollywood remodels: .Inst as mam New 
^'^n•k legit houses weie taken over hv Iv in the 
earliest davs ol live telecasts, llollvwood s 
theatres are also getting a Iv look. Latest 
lo i'hange is the Kl Capitan Theatie. \\hich i.- 
heing remodeled as "The Jcrrv Lewis Thea- 
ter." It has heen used, on and oil. as a Iv 
showcase >ince the I ^^O .-. hiil the new ovec 
haul i('preseiit> a complete iiice-lilt Jor tlu' 
l%;i-f)l ABC TV series with Lew i>. 

New Nielsen partner: Late la.-t week. F>- 
(piire. magazine pnhlisher and educational 
film producer, and A. (]. Niel.^en announced 
;i joining ol iorces in a new electronic data 
pi()ces>ing conipanv .-erving the maga/ine 
piil)li>hing iiidiisli v, lo be known a.» Necxlata 
Services. The new conipanv V iacilitic.-. ior- 
tneilv operated as an Kxpiii'c (livi>io'n. will 
i"('jnaiii in Bonldei" Cilv. (]olo. rerjn> of the 
Lia iisaci ion weic not annoiiiiced. 

SPONSOR-WEEK continues on page 43 
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GROUP W MEANS HISTORIC PRECEDENT 



This fall television audiences in Boston, Baltimore, Cleveland, 
Pittsburgh and San Francisco will share with the opening night 
theatre audience in New York an unprecedented excitement. On 
opening night, all five stations of Group W— Westinghouse Broad- 
casting Company — will present a telecast of the William Hammer- 
stein-Michael Ellis production of "The Advocate." a new play by 
Robert Noah, starring James Daly. "The Advocate" has been 
selected by the American National Theatre &c Academy for presen- 
tation this October at the ANTA Playhouse. ■ For the first time a 
telecast will coincide with the actual opening of a play on Broadway. 
■ Here is an event of major significance to the theatre and to tele- 
vision. It is the result of a joint nmilin Bosins^M 
venture without precedent in VJliLILI" Tiw »obk v. 
broadcast and theatrical history. ^■^■^r 



A BROADWAY 
OPENING 
ON 

TELEVISION 



For Group W particularly, it is a 
journey into an exciting area.... 
one that represents a new source 
of programming for television. 




MIA'.O ^TA li»V, f 

CHiCiro w '.D 
S4% IfASC SlO «*-• 



WtSIlNbHOUSf BBa-.DCASI Mi COMPAN* 



COWARDLY PARENTS 
SWEEP SEX TRUTHS 
UNDER THE RUG 



Parents are aware their child 
is going to learn the "facts of 
life" somehow. Parents also know 
rhat it is far better for the child 
to learn about sex in the right 
way than the wrong way. The 
wrong way can shock and harm 
the child for the rest of its life. 

Yet because of its delicate and 
sensitive nature, many parents 
behave in a cowardly way about 
giving their child this vital infor- 
mation, telling themselves fhey 
will do it some day. But this day 
never comes, and the result often 
is that the child grows up with a 
guilt complex, thinking sex is an 
evil thing. 

PARENTS: sex truths need no 
longer be "swept under the rug." 
The new book for children WHY 
AND HOW I WAS BORN tells 
the facts frankly, surrounding 
them in the atmosphere of God, 
Love and Family Life. THE READ- 
ER'S DIGEST writes: 

"rf7e approach of WHY AND 
HOW I WAS BORN fo ihis 
difficult problem is most im-- 
pressive, combmmg as it does 
straightforward, unevas/Ve 
ir\formatior} and a larger 
frame of reference which 
makes sense to children." 

Thousands of parents have ex- 
pressed their thanks for the nat- 
ural way children accept without 
shock or embarrassment the sex 
truths in WHY AND HOW I WAS 
BORN. As a result of reading the 
book, children have greater love 
and respect for their parents. 

PARENTS: the most ]niporlont thing 
you con do for your child is to settle 
Its mind NOW on this vital mafler. De- 
loy may be dongerous to your child 
ond to you. Nor ore stfoight biolaglcal 
focfs by themselves enaugh; Indeed 
they moy prove hormful. WHY AND 
HOW I WAS BORN Inspires ond up- 
lifts while it Informs. To get o copy, 
send $2.75 with your nome ond ad- 
dress to The Partnership Foundotlon, 
Capan Springs, W. Va, Return privilege 
guaronteed. 



^DATA DIGEST 



Basic facts and figures 
on television and radio 



Ratings still are competitive weapon 

Despite 1 imrljliiigs in Wiisliinglon DC. ;m(l a piiiilic inea culpa iiy 
some of liie servires, ralings still are potent \veai)oii in the eyes of tv 
network sales odices. Tlie latest research bulletin from CBS, for ex- 
ample, breaks out the current iVielson report to show tiiat guess-who 
has the doniinant position in daytime network t\ programs. By count, 
CBS has 14 ot tiie top 20 programs, w itli a ratings-s|)an of from 7.2 to 
1 -1.4. All of (lie top five ?hows are from Columbia : 



Rank 


Program 


Rating 


1 


As the World Turns 


14.4 


2 


Password 


12.6 


3 


Houseparty 


11.8 


4 


To Tell The Truth 


10.3 


s 


Guiding Light 


9.8 



However, despite CBS" boHst, rival NBC is spurring its salesmen 
with figures gleaned, via AKB. from some of liiat same CBS program- 
ing. It's the ■S'BC contention that only 25*^ of the CBS Moi'ning Plan 
audience are women: the four .shows in the Plan are Calendar (not in 
lop 20); / Lore Lucy, (15lh), The McCoys, (14lh). and Pete and 
Cladys, (Illh). NBC claims it has a 56% advantage in reaching 
women viewers, and that CBS" edge in homes delivered is soleK due 
to the Iradilional influx of vacationing children Itv the morning au- 
dience. 

Here s how the NB(> figures are derived: — 



I 



NBC DAYTIME PROGRAMS 
Program 000 homes 

Say When 2,690 



Play Your Hunch 
Price Is Right 
Concentrarion 



1, 99a 



3,140 



3,740 



000 women 

1,800 

1,370 
2,730 
3,250 



Average of 

four shows 2,890 2,290 

Av. of four 

CBS shows 3,340 1,470 

NBC relative 

to CBS -13% plus 56% 
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Letters to the Editor 

and Calendar 

of Radio/Tv Events 



BONANZA IS STILL NBC TV'S OWN 

He p. me el srossoit isMic I '2 
AliUMSl 'fi-'V didn't ic;di/.c IniililnZd 
wi'iit tli;it-;i-\\.i\ . Wniidfi- \\ li.it tin- 
( ;<'iut;i I will s.iN ? 

Tom Parrington. 

WKY-TV Oklahoma City 
► Dofiiiour il' W'f slioiihl luivi' 
AiKiicii that u7;.v on \7K"- 

7\' iuul not CliS TV 



BROADCASI VS. PRINT WAR 

Ml of voiir ic;id(Ts. iiicliiiliiin 

Tv H. st :i|)|il. 111(1 yoii I'll cvjioN 

inn print nirdi.i'.s "unli-.ulMTtisinn 
(-.nnp.n'^n. Ytiiir .') Aimiisl .irti( Ic 
disc-nssinv; ni.iua/iiifs' .nid iicun 
|).i|)iis' "li.itr" cinniLiinn ;in;nnst 
r.idiii and tcliAisiun i>> (•\cciicnt, I 
;nn snr«' it will K' t llnoiiuli to \oni 
a<l\crlisiT .nid .ii;<'n<\ readers and 
make tlu-ni a\vari- of inan\ of the 



tallailis 111 print pr< s< nial Ions 
lii iriii tlirowii al till ni aliuiit tlif 
limadiast iiiitlia. 

\s loni; as till' ai^riK ii's and .id 
\rilisris nncsi llicir rrsr.ircli 
MiniiiA Id liii asnrc tile < (iri ts ii| 
llicir ad\ crtisinu ( ain|iaii;iis mi lii<- 
< oiisiiini r. tlii'v will ( niiliniK t<i ri - 
l\ li<M\il\ upon till- liriiadiasi 
nii-dia 

Harry Spie£«l. 

Vice Presiden! 

Television Bureau ol Advertis ng 

Research 

New York 

NEGRO BRLAKTHROUGH IN SPORTS 

KDIA of tlir San I-'raiicisc o-f )ak- 
laiid Ma\' area lias scon--<l aiiutlirr 
first" as tlic first Vrnro-prouraiiird 
station in tlir c-tiiifitr\' to lirn.idcast 
a major sports srrirs. 'Iliis season, 
we art- favryiiiji tlic entire pl.is-li\- 
pla\' st'liediile of file O.ikl.iiid It.iid- 
rrs of tli<' .\ineric.iii profession. il 
foiitli.lll league. 

W'itli Koli Klooin of tiie Kl)l\ 
stall at till- inicroplioiic, Kl)l\ 
started the footli.ill siliediile v\itli 
Kostoii at O.iklaiid I Ani;., Denver 
at Oakl.iiid 11 Aiiu'-. Oaki.ind \s 
K.iiisas Cit\ at Seattli-, 17 \im ; 
O.ikland \s. .\"e\v Vork .it Moliile. 
Ma.. 2.3 ,\in;.: and Oaki.ind at .S.iii 
Diejio. .31 .\nn. 

Other H.uiies to he Iiro.nlf.isl arc: 
7 Sc|)t., O.iklaiid at lliinston. I ) 
Sept.. HiilT.ilo .Il Oakland, 2S .Sept. 
O.iklaixl .It New Vork: .5 Oct.. Oak 
land at KiilFalo; II Oct.. O.ikl.nid .it 
Mostoii; 20 Oct . \< u York .it O.ik- 
laiid; 27 Oct.. O.nkl.uid .it .S.m 
Dieiio; .3 .\o\ .. Kaiis.is (at\ .it O.ik- 
laiid, S ,\'o\-., O.ikl.iinl .it K. Ills. IS 
Cit\; 21 No\. Oakland .it Denver. 
1 Dec. -S.ni Diei;,, .,| ( ).iki.,ii<l. S 
Dec. Ilonslon .it O.ikl.md; 1.") Dec. 
Denver at O.ikl.ituI 

'rii(< M.iidcrs proniise In l>e one 
of llie IcMHiics top-fliulit ti-.nns tins 
se.isoii with the* addition ol .i new 
c o.ic'h. \l D.i\ is .nid pl.ixer person- 
nel siic-h .IS .\rt I'ouell. nne of the 
top offensive ends in |iro footli.ill 
.ind l'ro\c-rh J.icohs. .Ml \merii.in 
from till- l'ni\iTsii\ of (T.ilifomi.i 
.Se.ison ticket s.des .drt-adv .ire more 
til. Ill .KN .d)oM' List season 

({mon! So.iderling. 

President 

KOIA-TV 

Oakland 

► Sec .'s/Kouor v P)fi.3 \rj,To \Uirkrl 
\rftinu. tins i.svi/c /or in k \ jmiii 
other W'zro-prirntctI \/(i/i(iMs 
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'CALENDAR 



AUGUST 
Flaherty l-'iliii Seminar, 9th annual 
scmin.ir, S.md.inona, Vermont 
September) 

Telesisioii .MFili.ites Corporation, 
proKMiniiiK conference, Hilton Inn, 
S.m l"r.nncisco (26-27) 
Board of liroadcast Covoniors, hear> 
inn. Ottaw ;i, C.inad.i (27) 

SEI'TK.NtBER 
West VirRinia Broadcasters Assn., 
iinnii.il f.nll nieetint;. The Greenbrier, 
White Sulphur Springs (5-8) 
,\rknnsas lUondcflsters .Assn., fall 
meeting, flolidRy Inn, N'orth Little 
Rock (6-7) 

American \Vom*n in Radio and Tele- 
vniion, educational foundation, board 
of trustees mcrting. N'ew York (7) 

\Vestcm .\ssn. of Broadcasters, an- 
nii.il meeting. Jasper Park L,odge, 
Alberta. Canad.T (8-11) 
\IJC Haclio. ri'i;ii)nal .iffiliatev nn»i t- 
iiig. l'°.iiriniMiiit llolcl. S (<)>.Slicr- 
.iti)ii-Chicai;i) llotrl. Cliie.mo (II), 
l''oiit.iiiii'lil('.iii Mritil, \r\v Orlraiiv 
(I J). St. Uriiiv lli.li-l. New ^ork (I7» 
Radio Advertisiiic Bureau, manage- 
ment conferences, The Homestead, 
Hot Springs, Va. (9-10); The Hilton 
Inn. airport, Atl.inta (12-13); The 
I Holiday Inn-Central. Dallas (16-17); 
Gideon - Putnam. Saratoga Springs. 
N. Y. (23-2-11; O'Hare Inn, airport. 
Chicago (30-1 October); Rickey's 
Hyatt House Hotel, Palo Alto, Calif. 
(3-1); Tossn House Motor Hotel. 
Om.iha (7-SV The Executive Inn. 
Detroit (1-1-13) 

I'loclrdnic Industries .\ssn., f.ill iiieet- 
ini:. Hiltinorr Hotel, .New ^drk (It)- 
12) 

MicliiKaii Assn. nf Brnadcastors, 15th 
.nnmal f.ill cniiM ntinn, lliddi-n \'.il- 
Icv, Cajloril (11-11) 

Kadio-Tclcsision .N"e"s Directors 



SF 



iinnuiiiffiiraiisiiiucuiuuiiJiuinioinnMH^^^ 
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Assn., ISlh international conference, 
Itadisson Hotel, Minneapolis (ll-M) 
t-'(."(' Bar .Assn.. Iiinclii'on mn liiig, 
N'.itiiiii.il t'ri-ss Cliih, W.islmigtoii. 
I). C. (12) 

National .Acadi'ins iif 'IVIes isimi Vrts 
and Siii'iKTs. ho.inl of Iriistrrs. IJi'\- 
ix\\ WiMiire tloli'l. Bi'MtK Mills 
(13-1.5) 

American Women in Radio and Tele- 
viiion, southwest .uea conference, 
Houston. Texas (13-15) 

.N'esv York State A? Broadcasters 
.Vssii., banfiiiet and business sessions, 
Gran-View .Motel, Ogdensburg {IS- 
16) 

Louisiana Assn. of Broadcasters, con- 
vention, Sheraton Charles Hotel. 
New Orleans (15-17t 
Rollins BroadcastinR Co., stockhold- 
ers meeting, B.-ink of Delaware Bnild- 
inR, Wilmington, Delaware (17) 

American Assn. of Advertising .Agen- 
cies, Western region c»nsention, 
.Mark Hopkins Hotel, San Francisco 
(17-19) 

.AdvertLsing Federation of America, 
lOth district conxcntion. Commo- 
dore Perry Hotel. .Austin. Texas (19- 
21) 

.American Women in Radio and Tclo- 
s isioii. southern an-a conference, Co- 
liinibiis, Ga. (20-22) 
I'lorida .\ssn. of ttri).idc.isters, f.ill 
coiifereiU T anil huard nu-etini;. (iraiiil 
li.ili.nna Isl.nid (21) 
.Nevada Broadcasters Aisii., Isi .ni- 
nii.il consciition. llotrl Sah.ir.i. I. .is 
Veg.is (23-2.5 

.Assn. of National Advertisers, work- 
shop, Nassau Inn. Princeton (26-27) 
.New Jersey broadcasters Assn., ITth 
.innnal conNcnlion, Cnlonx Moti'l. 
Atlantic City. N J (30-1 Octolxr 
{^eorijia .\ssn. of Brnailc.lsters, rr- 
ilion.il niei tini:s. \tlicns, Ronie, 
rhoiiiastoii. .Vlh.Mis, st.iti sboro JO- 
1 Oitoln-r 

ffiauiiiiiiiiiuiii:iiiii!iiim-jB»aroi''^iiiwiiiniiiniiiii 
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look South . . . and you'll see 7^ 



the land of 




PLUS . . . 

Consistently High 
Industrial Employment 
and 

Military Payrolls! 



Year-in, year-out, TV-3 continues its growth with the 
audience and the advertiser. In fact, no other media penetrates 
the 66 counties in TV-3 land like TV-3. No wonder it's the 
"first choice" of local and national advertisers. People believe 
in us, have confidence in us and depend on us. So can you. 



WRBL-TV 

Columbus, Georgia 

TELECASTING FROM THE 
WORLD'S TALLEST TOWER 

'77-^9 feet above ground" 
J. W. Woodruff, .Jr., Pi-es. and Gen. Manaper 
Ilidley liell, Station ^lanager 
GeoiRC (Rod) Jenkin.s, Dir. National Sales 




CBS 



NBC 



REPRESENTED BY 

GEORGE P. HOLLINGBERY COMPANY 
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26 AUGUST 1363 



Interpretation and commentary 
on most significant tv/radio 
and marketing news of the week 



New era of slick sophistication seems to be developing on radio commercial front. 

Pint of it steins from nidio's ahility to ie;n li >|M'riali/.t'il, nitlier tlwrir merely 
mass, aiidiciices. I'lirt of it is <lne to the rising sopliistiriition of U.S. inulii-iiee> 
genenilly, rellectcd in todiiy'.-; moxie.- and some tv sllo^^^. 

In any event, nmny new ijidio comnicrcinis iire a treat to creative cars. I'ypical 
arc those of Sterling Forest Gardens, a near-to-New York excursion Jrea. wlio.c 
•'oininereials feature ii tv-ori<Mited "l'ie.-<ton I'ent'ock" who refers to NBC- multi- 
colored ornithological tra«l(Mnaik a- "that im|)()st«'r . . . hc'-^ jn>t a hlack ami white 
bird." 

Some otjieis: the minute ni<li(i ojmts f«)i Hebrew National's I Lungarian-tviJe 
food pro«liicts (stulTed (ud)l)age. et«--.), wlii<li feature an actie.ss who>e \oice i> a 
vocal double for Zsa Zsa ; tin* siimmei -inonths sjiots for (^inxano Vernionth, whirh 
feature boy-girl dialogues done in the manner of "Tom Swifties" ("i.e., ^'1 prefer 
Cinzano White Vermouth," he said dryly). 



Hollywood's great days continue to provide the basis for upcoming tv specials. 

Having dipped into die footage of aueh screen personalities and producers as 
Greta Garbo, Kudol|)li Valentino and Darryl F. Zanuek none of whom gave a 
thought to tv wiiile making their ino\ ies tv will s|)Otligiit the movie career of Cecil 
li. De Milic on 1 December. 

MGM will |)roduee the show (with an assist from i'aramounl, which relea-ed 
most of De Mille's films) as a 90-minute color special for iN'HC TV. Ea.-tniaii Kodak 
will sponsor, via J. Walter Thompson. 

Two interesting isidelights: one of the lllm clips to be used will show De .MilIc 
as an actor (in "Sunset Honlevard.'" which Billy Wilder produced); movie> made 
by De Mille during nearly half a century in Hollywood are estimated to ba\e diawn 
over four billion paid ailinissions. 



Color television is stirring up new interest among retailers in major markets. 

As a result, National Retail Merchants Association is planning a special color 
tv session at its major January get-together. Working with the Television Bureau. 
iN'RMA s Edward Engle. Siiles promotion manager, has lined up Julia Lee of Wash- 
ington's Woodward & l.othrop to tell about the -tore'«. n<;c of color in lonnnrrciaN. 



The empire-building practiced by General Artists Corp. has hit some selling snags. 

In die wake of the dissolution of .MCA as a power in the talent-peddling Held, 
GAC snapped up ti luimbcr of MCA clients and MCA agents. Among other tbinga. 
GAC set out to become one of the major agencies in the tv-nu)vie-book-inagazinc 
literary fieldsiand to become a power in tv packaging. 

It didn't work out quite as GAC had hopi^l. GAC's track record in .■iciliii}; 
packages put together b)- clients has not been overly impressive. And. this month. 
GAC began pink-slipping some of its key literary agent?. 
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"Shades of loyalty oaths"— ABC TV is keeping a tight reign on its new 100 Grand show. 

With Section 509 of the 1934 Communications Act having been made law in 
the fall of 1960, it's now a crime to rig a quiz show. So ABC and Larry-Thomas 
Productions, packagers of the new nighttime game series which debuts 15 September 
are taking no chances. 

All members of the production firm involved with the show have signed affi- 
davits certifying they are familiar with Section 509. Additionally, contestants will 
also sign a similar affidavit of familiarity with the law and stating that they have not 
"engaged in or conspired with anyone else to violate the program's integrity." 



Seven Arts' source of feature films from Warner Bros, may not be closed off. 

Warner Bros, is currently syndicating the first of its own packages of post- 
1948 feature films, and there's been much talk that it spells an end to more WB 
product for Seven Arts, which has hitherto been distributor. 

Seven Arts, however, is quick to point out two important facts: (1) Warner 
Bros, and Seven Arts have a continuing relationship in theatrical films, with WB 
distributing SA's "Whatever Happened To Baby Jane" and involved in foreign 
picture deals; (2) Seven Arts is rolling along smoothly in new package releases, 
with "Volume VIH" planned for October release and built around some 35 titles 
from 20th Century-Fox. 

Said a Seven Arts source: "It all depends on how well Warner Bros, does with 
its own package and how well we do with our new ones. If our success is notably 
better than thcir's, we may be back in the tv business together again." 



Special feature article on top tv commercial personalities can be read this week. 

It's in the 24-31 August issue of The Saturday Evening Post. 

Article sets out to reveal that "some of the unknown faces and voices of actors 
and actresses who work television commercials earn upwards of S200,000 annually. 
Also, there are nearly 75 relatively unknown performers who earn $100,000 doing 
commercials." 

Situation which the Post pinpoints has stirred up another trend: with tliis kind 
of money to he made in tv commercials, a number of big-name (or former big- 
name) personalities — Claudette Colbert, Richard Denning, Jane Withers, Zero 
Mostel et al. — are currently to be seen as sales personalities. 

With a day's work in a tv commercial bringing as much (including residuals) 
as $20-25,000 you'd be surprised how the I'll-never-make-coninicrcials scruples of 
a major star can evaporate. 



There's been a realignment of top promotion personnel at the WOR, N. Y. stations. 

Now heading all advertising, research, sales promotion and p.r. for the RKO 
Gcncral-owncd am-fm-t\' operation in New York is Robert B. Bcusse, who succeeds 
Martin S. Flicsler, recently named v.j). -general manager of KHJ, Los Angeles. 

Richard A. Fcleppa has been named sales promotion manager for WOR, and 
David Kriitehik has been appointed audience promotion manager. 
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New research service, Brand Rating Index, is being used by NBC TV as sales ammunition. 

llic service- siihsrriheis to wliicli inrliult- |{ri-l<)l-.M><'V>j, Cciiernl FixxU, 'led 
Bates, Y & !{. among others compares jirodiicl u-apc iimoiig viewers and non- 
viewers. 

For example, HUl conics iij) witli tlirse instancrs for Inlt'rnalioiuil Sfiouliiiir: 
in viewing iiomes. 63.4' { use salad or cooking oil three or more tim(-< per \v< ek: 
non-viewers use salad or cooking oil .) 1.5'' 



Post-war products are extremely important to Procter & Gamble, but . . . 

The comi)any doesn't forget the old onc^. Late^t animal re|)ort froui 1' ^ (, 
notes the role new |)roducls play in the c<unpany"> contimied .success. 

At the same time, P & G says: "The pace of I'rocter Gamhle's future |)rogrcr^ 
will depeiul upon our continuing ahility to iini)rove our e.-tahlishcd product- ami 
to create new ones to swerve homes and industry more edectively." 

r&G rarely drops a product, and only after i)roadra-ting ran im longer moM- 
it. (I{cuicud)er a lifpiid dentrificc called Tcel?) 



Filmex is making gains with its plans for European-based commercial shooting. 

Deal has hecn signed hy Filnicx and Gamma l'roductiou> of .Milan, Italy. Un- 
der the arrangement, Ganuiia — a leader in tliealrical film commercials in Europe 
for Stock Hrandy and other clients — will produce animated connnercials for U.S. 
advertisers and agencies in Italy, under the supervision of Filmex' European pro- 
(hiction chief. Everett Hart, ex-BBDO producer. 

Ganuua's work is not unknown to U.S. tv viewers; the Italian film firm jjroduced 
a series of animated commercials for Carling<' Black l^ahel Beer. 



Don't just say 'Hunt"— say "Hunt Foods and Industries," asks the food processor. 

Prohleui ha^ arisen, says p.r. director John D. Kemp, because "'Hunt* i.- a 
rather widely used name," with ''many indi\iduals and other conlpanie^" having 
the word in their corporate titles. 

Typical situation: H. L. Hunt of Dallas markets food products, hut ^cll» them 
under the Parade label and calls his comp»Tny HLH Products. 

More than one rep and station traflTir department has had to check closely 
when the name "Hunt" came up in spot campaigns. 



Interest in Broadway at American Broadcasting isn't limited to the company itself. 

ABC TY director of program planning Douglas Cramer i-* nutlior of a comedy, 
"Whose Baby Are Yon," now being performed at the Pioneer Plavhouse in Danville, 
Ky. 

Cramer has his eyes on Broadway for the show, perhaps even in the new season. 
AB-PT, in plans announced a few weeks ago, is backing a iuiuiIkt of Broadway 
productions. 
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Time, as well as the trend to self-service retailing, has outmoded many trademarks. 

Television, with its' emphasis on simple, striking packaging, has also made a 
number of trademarks obsolete. 

Meanwhile, trademarks continue to flood in to Washington for registration at 
the rate of some 20,000 each year, according to a recent checkup by Mutual Broad- 
casting System. 

Says MBS of trademarks: "Each must be protected because the law states that 
the owner of a trademark must exercise 'due diligence' in preventing it from evolving 
by usage into a generic word or symbol. 

One of the most diligent: Coca-Cola, in protecting "Coke." 



Russian-American rivalries recently caused a close ratings race in Japanese tv. 

In the Kanto tv area (which centers on Tokyo, but whose total is 37 times that 
of Tokyo's 23 wards), A. C. Nielsen's ratings for the week ending 28 July showed 
the top-rated show to be a one-shot telecast of the famed Russian Bolshoi Circus (40.5 
rating, reaching 1,769,000 homes), and the runner-up to be an overseas version of 
Walt Disney's hour-long NBC TV series (40.0 rating, 1,748,000 homes). 

Programs in the 4th, 5th, 8th, 9tb, lOtb, 11th and 12th rankings were — and 
this will be no surprise to those familiar with Japan's fondness for U.S. -style sports — 
professional baseball sportscasts. 



Do you know what the largest non-music segment of Negro-appeal radio programing is? 

It's religious programing. 

A typical case: WMOZ, Mobile, Ala. 

At this Edwin H. Estes-owned station, which operates from 5:00 a.m. to 
6:30 p.m., there are presently 104^/> hours weekly of \egro-slanted programing 
in a market where 45?f of the population is non-white. 

Of this program total, 60Yj hours is classed as uuisic programing, and 35 
hours weekly is religious in nature. The remainder includes news, public service, 
and other program elements. 

For further details of the inulti-billion-dollar U. S. Negro market, and the air 
media whicli serves it, see special supplement to this issue. 



Market researchers in Britain are literally looking into garbage cans and refuse heaps. 

It's not as wild as it sounds. Associated Tele- Vision, a Midlands tv contractor, 
has commissioned A.G.B. Research Ltd. to conduct a weekly "audit" of 1.000 British 
garbage cans to see what the typical housewife is buying. 

A.G.B. Research is encouraging panel households to put discarded tins, packets 
and wrappers in a special container provided for the pur])o.«;e. From these, research- 
ers will build a picture of housewife buying preferences. 

This information will be passed to British advertisers and agencies buying 
lime on British conuncrcial Iv, and ran serve as a spot check on tv-created sales 
results. 
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GREATER^ 

Wheeling-Steubenville 
Ohio Valley Market 

^ GREATER 

because WTRF TVs 
NEW TALLER TOWER 
has replaced our 
old smaller tower 
Note these 
impressive NEW 
WTRF-TV market 
area figures . . 

529,300 
TV HOMES 

$5,369,000,000 
TOTAL SALES 

It all adds up 
to profitable 
results for 
advertisers. 
For WTRF-TV 
availabilities, 
call VP Bob 
Ferguson or SM 
Cy Ackermann. 
Area Code 304. 

32-7777. 
National Rep.. 
. *lSeorge P. 




Equipped for network color 

WHEELING, WEST VIRGINI 




2.3 



MAXIMUM RESPONSE 

-that's advertising efficiency. 
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WBAL T v. BALTIMORE 

"MARYLAND'S NUMBER ONE CHANNEL OF COMMUNICATION' 



NATIONALLY REPRESENTED BY EDWARD PETRY & CO . INC. 



SPONSOR 



26 AUGUST 1963 




J/ 1 tvere 

w^unwuinfj the 
netnvaw^k a€j€Bitu . . . 
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A commentary on 
the birth, growth 
and future of 
television, 
collected via a 
tape-recorded 
interview with 
Sylvester L. 
"Pat" Weaver 



IK \\\ i)li<* m:in ciin cinlxxly llic 
htisiiKVss of telex isioii, tli.it m;iii 
is Sx Ki'slcr 1,. "I';it" \\'(';i\('r. 

CiiiTciitlx' Ik'ikI of till" McOiiiin- 
l''ricksoii oiitsi(lc-tlic-U. S. luK'crtis- 
iiiii ciiipirc, I'at Wcaxi r looks .it 
tod.iy's tv with a clear, critical l)iit 
hopeful e\c. 

In a recent tape-recorded iiiti r- 
\ lew — presented here in lartrely 
unedited loriii — N\'t'aN'er talks 
frankly alwnit success and failnre 
at the network poiic) le\el. I'roiu 
iiiiri\ alled e\p('rieiic('. lie aiiah /es 
the role of a^eiicN' and client, aiul 
MiiiCests where the most iirofit.ihie 
fntnre uses of the luedimn ni.iv lie. 
The <|iiestions and answers follow. 
{) : ) miVe nnr «/ (/i<^ /<ir /»<■<»- 
irhit'vf In'l4l iiiiij4>r /»<».<i'/i<»fi.< 
ol irunirv. rlirtil niiil iii'lirork 
Iri'rI. I)n voii ln'lii'ir llri'rr's ni'iy 
foin intm •jrminil ir/iere those 
ihrrr iiilrrrsis run inei'l irilhiuil 
r In. ill in 'J rinlonl ly? 

.\: The interests of .ill three iniist 



he opcrate<l with professional 
knowledge of the three fi< lds. In 
fac-t, \\ c .ilwa\ s i;i\<'n (•r<'dit for the 
success I ii.ul at WiC dnrini; eiulit 
jiroiiraiu sc.isoiis to the f.iet th.it I 
h.id hecn a client for nine \e.irs, 
ronnin^ one of the hiiiijest toniii.i- 
nies in the cmintrx in terms of .id- 
x-ertisinil needs, and tli.it I li.id hern 
the head of a top av;i-nc\ tu ice, ov er 
a |)eriod of ve.irs, nnininu r.idio .iiid 
television pi our.oilinii lor clients 
ullii li.ld wider needs. ,is ,in.iiiist the 
])eriod when 1 w.is ,i ilieiit with 
\nieriiMii Tnli.KCO ( j>nip.in\ . Then. 
<iMr needs were not e()iiip,ir,d)lt to 
tile needs of tlie tot,iI indiistrv in 
the .meniv fii-Id >nii learn more 

.lilOIlt tll.lt 

(J: /)(> yoif /ec/ 4i<l ii'riisina rx- 
e<'i//M'e.< rrsisi nnr itloiis? 

\: I st.irtcd out in r.idio. ,is .i 
writer, in the d,ns wli«ii the new 
forms were just O'ttini; imtler w.u. 
iiu'liuhiiL; .uIm rtisiny usefulness, 

I nrmiKf/ 
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ON: THE TROUBLE WITH PEOPLE 

"The trouble with most people in our 
business is that they believe only one 
way works titttl that the other does iiof" 



ON: HOW TO BE A TOP PERSON 
"III proyrantiny and tnunuyetuetit you 
start with what's yood for the buyer: 
hnowiuy this has been tny seeret irenpon'' 




"Tv haw k'ai* kVmii exliaii.«i»iecl lis advcrii^^iiis^ iiwcifiiliie.< 



WEAVER coutiwird 

and so 1 knew wlint uv liiul tried 
ont, wliat \vc needed. \\ lial w o nuisf 
liave. 1 liad professional know ledge 
from top management positions in 
all of these fields to guide me in de- 
eiding what eoiild he done to hel]) 
hnsiness more iisefnlly, w'lrich, after 
all, is the only plaee you're getting 
an\' re\"enne. 

If yon don't know how to ser\-e 
the hnsiness interests — and most of 
the innovations I got started, I 
started hy knowing what would he 
efleetivt' for advertisers, in spile ol 
the faet that many of thein and 
their agencies didn't helie\e they'd 
work, hut this is a matter of eon- 
flict of opinion in prohlem-soK ing 
that goes on all the time. There's 
always a fight going on hetween 
those whi) want to go on doing it 
the way they've heen doing it, and 
tho.se who want to do it in a new 
way and the new w a\ usuallv w ins. 



Q: There were, at the time yon 
were niakiiij; your innovations, 
those icho protested that — for ex- 
ample — you coiildn^t put on a tv 
show at 7 a.m. because no one 
would look. Hat wasn't there also 
a major difference — and won't 
there always he this division — 
hetween clients who believe they 
must retain control, and the net- 
works? 

A: Ko, J don't l)elie\'C so. The 
hasie needs of adwrtisers \'ary 
greatly. Some of them ha\e great 
need for program-association 
\"ahies. Take someone I worked 
with, really from the heginning, at 
Yicll — Jack Ik'nny. Jack's success 
as a salesman, in ino\"iiig goods, first 
for Ceneral Foods and then Amer- 
ican Tohacco, was absolutely in- 
eredihle. 

When \'on go to the magazine 
concept, which is also extremely 
\'alnahle to many clients, you lo.se 
this. There slionld also hr a\ ailahle. 



to big trademark advertisers, wh' 
ha\c exploitation and proniotio , 
needs, program-association \alue 
that lm\e tliis explosive kind of sclll 
ing. And 1 think there always wi 
he a need for that. Now there's n 
conflict between that, and nieil 
chaudising on a scatter-plan wher 
you're getting circulation an 
reach; Nou're not ha\ ing someon 
associated with your product. 

These arc diflerent wa_\s of .sel 
ing but they're not nnitually exch 
si\ e. The trouble with people in oi 
business is tluit the\' belie\'e oal 
one way works and the other do( 
not. 

Q: Do you holieve there at 
many different ways of nellint: o 
television? 

A: All the success \\c had, ar 
certainK" the first thing I'd do if 
were back wholly and complete 
in the progrann'iig business, won 
be lo determine how close to utili 
ing the full range of usefulness • 
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ON: TYPES OF TYCOONS 

"It's <ifij'<ii/.\' <i fi<//i(. hut tlir rviil j»r«»f»- 
/<'iii is (/i<i( (/i<* j>r<'.\'<'iif ••i<in(i4/<'ni<>nf of 
tht' ttt'ts «ir«'ii"< «i«f r«'r<l.\'iii</-orl«'nl«'«/"' 



ON: WHY THE SPARKLE GOES FLAT 
"H7iol /in|)|)('ii.v is iiiniii/ |)co|)/<' ffvl rantfhl 
ill f/i(> mi// (iii(/ ifiiiW ii|) iiof /inriii;/ Ihr 
hinti of jo(» I/k'i/ prohahhj rale on iiirril"" 




If mi iiiii t^iiiiiitlli is l>€'iii!< fliiiK' ill ilt^vi.st' uv\v h'liriiis . . 



tlio iiu-(liimr ;itl\ortiMTS wvrr. inu\ 
wluit forms w ith lu-w pnxliic ti\ itv 
tlu'V cDiiltl siipporL \\V tlu'i) would 
liaxi- incrtMsiiti; list* mk] incriMsini; 
fiii.inci.il siippt)rt lor tin- in.'tliiini 
from new sourci's !)cciiiisc of in-\v 
list's hy tlu' atlxcrtiscrs. \\ liic h woiiKl 
ciiaMf the pro.nrainiiii; pooplf to ilo 
iiiorc intiox'atioMs. to tlo morr c-rca- 
work. 

This lias always workrtl tliis \\a\ 
ui radio ami t\ . it s alwax s .1 fiulit. 
but the real prolili'm is that the 
prcsi'iit uian.iuoiiu'Mts of tlu> net- 
works ari' not niK i-rtisiiin-orii-iiti'il. 
wlu'roas in>- iiianaci-iiiciit at XHC 
«a.s mailc »ip of I'iulit or niiu* iiumi 
all of whom hail run tin* hi;: aiicn- 
cii's and hail dnni" tlii" proijramiim 
hiisiiu'ss in radio. W'l* kiii'W our pro- 
ilraiiis Irail to inaki> si'Msi> for tlio 
man who paid tin* hill. Our plans 
wen- hasi'd on siTvinij tin- client. 

(J: II a.* llinl nlirny.s in llir hvsi 
iiitrrrfis of llir itrtirork. its uj- 
fiHnlrx. ami ririvrrs? 



\: ThiTf's no fonllii-t hi-tw i-i'ii 
wh.it the flii-nt ni'i'ds. what tin- 
piililii- iii'i'ils. what till' station 
iii'fils, w hat till- iiatiun lu-i'ils. M.in- 
.nzcnuMit has to fX'alnatf wh.it thi-sc 
\arioiis iiivds ari\ iiii-hiilini^ tin- 
ni'i'ils of tlu- cri'atix'c foininimity— 
thiA lia\ f iK'fils. too. 

Hilt yon start with thr aiKi-itisir 
hi-caiisi thals wlu'ri- \oiir inoiii-\ 
i-oini's Irom. 'I'lu-y'ri' not priin.ir\. 
thi'x 11' si'foiidarw hi'faiisi- if \oii 
11111 till- tliiim — if \oirri' 111. III. mc- 
iiii'iit — you'll* ill till" jiositioii of tlu* 
man. Ofhs or Siil/.hi-rKi-r at the Vi-w 
York Tiiiii*s. who said "V\'f'll run .i 
Uroat (ii*wspapi"r, and if wi* do. we'll 
bi* siipiTortl'il h\' ;iilM'rtisiTS. " 

Of foiirsi', tlii*\ wi-n* ill a t'ini\i*ii- 
tioiial hiisiiii-ss: in ti-li*\'isioii wi* li.iil 
to keep tryiiii; to opi-ii up iii-\\ 
forms. And then- .in- iii.iiiv' thiims 
which aiKcrtiscrs could h.iM* work- 
iim for tlii-in which .irc not prcs- 
I'litlv .iwiil.ihlc. I)iit which will Iv. 



(J: ('.(III yim fliihiiralf <ni thiti 
ftisl imiiit? 

\: Wi'll, lor iiist.iiiiT, \oii lant 
l>ii\ .lir hillho.irds. \\°<- went into 
the Monitor concept on r.idio to 
<:i\ e till III I'x.ieth tli.it. for .iiKer- 
tisiTS w hu w .iuti'il hliili frc<|iieiic\ 
.ind coiitiiiiiit\ .mil reiiiiiider .iih i-r- 
tisini; Ihit there .ire in.nu w.i\-> of 
h.iiiilliiiL: .lir hillhoanls, wliii h could 
he put itito prour.iniinu oper.itioii 
W e ured xeaMiiuil forms, for ad- 
vertisers wlio e.in t .ilfortl lontiiin- 
it\ but who neeil power at eert.iiii 
tiiiii's of the \(*.ir. .it ( 'liristiu.is .mil 
.it h.ii k-to-scliool. .iiid .it IC.lster .mil 
at \lothi i s l).i\ .iiid I'.ithcr s l).i\ 
Von could hiiilil .ill-ii ii^llt spei'i.il 
|)roi;r.inis with ilrop-iii inimites for 
siii.iller .id\ ertisers who li.ne this 
kind ol ,1 need. This h.is In-eii llirteil 
with. l)iil .lU.iiii it"s not p.irt of the 
striiitiire and it shonhl In*. 

Then* IS no pl.ue for [X'ople who. 
,it .1 re.isnii.ihle cost, would like to 
I'U'iisr liirii /o juiiir .V> 
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Radio outlet's new sales slant: 

Dallas pitch stirs N.Y. admen 
with market facts 



A NEW radio market prc.s(>nt;itif)n 
is drawing in<)r<' th;in usual at- 
tention from Madison Awnno. L'n- 
veiletl for tlic first time to hotli 
ayeiicics .intl advertisers in tlie past 
ten days, "Dallas, (lie anatomy of 
a market," has tlrawn sneli com- 
ments sneli as: 

"This is one of the most oiitstnnd- 
in<i pr<'sentations of its kind ever 
made. 1 am particularly impressed 
widi its (inalitative approach which 
realK pinpoints andience. Research 
matter ma\' not he alisolutc, hut 
neitlier is that from Nielsen, Pulse 
or AH!?, and it's every l)it as re- 
lialile as theirs. Tlie manner of pre- 
sentation is new and unwsnal, in 
that it tries to interpret data in 



Sparking new presentation 

Guiding spirit oT new Dallas iiiarkt t i)re- 
soiitatioii is that iof K'VlI.'s Rstlur Hancli 




terms a potential hii\er would be 
interested in," says Douj^las Burch, 
media director of P. Lorillard. 

From Dick Shepard, media 
broadcast super\ isor at McNhmus, 
John and Adams. "A presentation 
that that will be of s^reat value 
both to sponsors and to agencymen. 
It seems to be a sincere attempt at 
defining a market which clearly 
needs definition. Ratings often fail 
to show that a st.ition can and is 
reaching important, specialized 
.segments of the public; this kind 
»)f market research brings to light 
wluit ratings ignore. They've done 
a wonderful job of it." 

Created by Esther Ranch, sales 
development director at KVIL, 
Dallas, for the station, the presenta- 
tion includes data on five areas: 
population, I conomic growth^ social 
data, marketing, and andience re- 
search. A si.Kth part tells about 
KVIL, its programing, production, 
commercial policy and results. 

In defining the Dallas area, two 
diflerent means have been used. 
The\ are the eight geographic di- 
visions used by the Dallas Power 
and Light Company and the Postal 
Zone Guide which is used for re- 
finement of demographic data. 

Utilizing the 1960 Census figures, 
the market study gi\es detailed 
breakdown of growth in each area. 
With this as a starter, full details 
of new dwellings constructed as 
compiled b\' the Univ ersity of Texas 
Bureau of Business Research, in- 
cluding the average cost per dwell- 
ing unit, show growth since I960. 

income anaksis is ba.sed on the 
Dallas Power i\- Light districts, and 
then for each of the Dallas iiostal 
zones, the average number of fam- 
ilies and average income are re- 
ported. 

To relate growth to other jvipn- 
lation characteristics, median schools 



years for each of the counties is 
added, together with breakdowns of | 
various ethic groups. 

Further, data is provided on car 
ownership in the Dallas market, in 
addition to tho number of grocery 
outlets of four major chains in each 
of the postal zones. 

With a composite picture of the 
various areas, the K\'IL study then 
notes a nmnber of audience studies 
it has prepared coinciding with the 
previous information shown. Two 
of the studies were conducted by 
the Merchants Retail Credit As- 
sociation among differing income 
groups: 83.5,000 and over and 
among the 84,000 to .<)S,000 income 
families. The third study covers re- 
sponse from listeners for a diet 
booklet while the fourth study deals 
with attitudes and habits of students 
on the Southern Methodist Uni- 
versity campus. 

The puqjose of the first study was 
to determine relative popularity of 
radio stations among the upper-in- 
come group in Dallas and used 
2.200 namrd in the top rated "I" 
credit classification people general- 
ly 40 to 60 years old. The second 
survev by the association was con- 
ducted in tlicir "V" classification, 
people generallv 2.3 to 30 vears old, 
with the S4.(X)0-SS,000 income. 

The third study on the booklet 
response was tabulated directlv* to 
the Postal Zone svstem, and pin- 
pointed KX'IL's appeal in particular 
income groups, .\gain. data was 
shown for each zone, enabling the 
station to provide advertisers and 
agencies with information related to 
the various other breaks prev iously 
cited. 

Through the use of a nnilti-col- 
orcd plastic overlay, the advertiser 
is able to tell at a quick glance 
where the station is strongest or 
weakest, by income and other fac- 
tors. 

The eonclnding section reports 
on KX'lL's eonuiiercial policy, in 
eluding the mnnber of annoimce- 
ments allowed, its one-rated policy, 
etc. The station also expresses its 
belief in editorializing, presenting 
examples of the type of material 
used. Other reports include infor- 
mation on news, stock market re- 
ports, music, and in conclusion, ad- 
vertisers and agencies using KVIL 
are cited under a section titled "Re- 
sults." # 
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Boy-and-dog formula succeeds 

Fix i'-ji.irt Lassir cli(n>.ini;"'r ti-l<'\ iscil in the 1902-fi.T m':im>ii ItfHistc'd tlii' \rt<T.iii show's 
iKition.rl ratines, )int tlic rt'Kinn.il r.itini;s \ arufl from .1 25 to ti 43 in sjxvuil Altli stiulx 



VIEWING VARIES REGIONALLY 



Do favorite pvonram liiprs lari/ in 
(liffcrciil ]mrts of the coiiiiliij? Dr. 
foliii i\. Thoijcr of AlUi has prepar- 
ed an analysis of ;»n»i:ro;M prefer- 
ences for sroNsoM luj region. 
Anion'^ interesting f\ntUn>j,s: Action 
Adventure slu)us iiet but a 237 
audience sliare in the Sortheast , 
against a 3 (1 shore in liasi ^onlh 
Central Slates. On the other liaiul. 
Westerns (let a 2S*? share in the 
Mi<ldlc Atlantic States, in eonijxiri- 
son with a Hff shore in the W ist 
South Central area > .see atop ;». 32) 



By DR. JOHN R. THAYER 

I rchitical ilirrctnr of Market lii i'orts aiul 
^incial /'<j/)ii/(j(i()iu. .Mili 

\ critical analysis of nil niuhttimc 
liroiiniin t\pj"s slitnvs an aiua/ini: 
sinlilarily hctvsccn likes a.iul dis- 
likes (if T\' vij'wcrs from 0110 sj'j-ti<ni 
of tli<" j-onntr>' to .inotlicr Tastes 
,ifv similar — but iiof always. 

hi an attempt to ik velop a n.i- 
tional "pfofile" of pronnlm tyiKS. 
all niulittimj" iietvsork T\" pnmranis 
(fi:tK) I'M to 11:1.) I'M. Xeu York 
time) telecast ilnrin'4 the A1U5 
Fel)rnar\ -Marel) snrve\ periojl were 
anah/ed and classifiotl acc<)rdini; 
to content. W'liile.i v\*r\* small nnm- 
l)cr of pro<.irains defieil jlassifica- 
tion. all of tliose analy/.ed (^W) fell 
easily into One of the f(j|loutn>.: 
categories. Thi- fow "speeials and 
"nnclassifiahles" were disreujrded 
for imrjioses of tin's stnd\ since 
their total nnniher svas of no i;rejt 
consjHinence. The promanl tv pes 



d<"\floped and the nnndvr of 
sliows fallinn within o.ich ly]!*' 

Action AiK entnrc ( 7 
Audience I'artiiipation (2) 
Cartoon Comj-tU ( 2 \ 
('hildri'ii's Drama ( 1 ) 
('onietl\ \ariet\- (.31 
Crime Detective ( I 
Docmnent.irN" (3) 
IVatnre Films (3) 
Came Panel (5^ 
Ceneral Drama — lionr ') 
Ceneval Drama — hall-lmnr I 
Ceneral \'ariet\ ( 3 1 
Mnsic \'ari< t\ ( I ) 
.News fi 
Pnhlic .Mfairs (6) 
Silnation (.'<)m«'d\ { 21 
Sjiorts \'.\ 2 
Siispensi' Dram. I ( 2 
West.Tns l()^ 

Ne\t. till' coimtrs \\as di\idetl 
into nine reuious. a«> di imed li\ the 
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VIEWING VARIES continued 



V. S. Hiirrnii of the Census. W ithin 
cat li of these regions, three niaikets 
were chosen, each containinij three 
comiiiercial stations reiMesentiiig 
tlie tliree networks (See l-'igme 1). 
Only '"^-station" markets were con- 
sidered; therefore, Alaska and Ha- 
waii \\(Me eliminatetl since thcri> 
are Jio 3-station markets in either 
statx'. In each of the nine reijions, 



For example, let's say that at S 
FM in the Mnrket "X" metro area. 
6(),()()() of the 1(M),(KH) TV homes. 
ha\'e their sets tuned to one station 
or anotlier, and that 3(),(KK) of these 
are viewing Station "A." This means 
tliat (1) 6(1% of all homes have 
tlicir sets in use, (2) 30% of all 
homes [rating] arc tuned tt) Sta- 
tion "A," and (3) 5()% of all tieiciii'j. 
homes [share] are tuned to Station 
•'A." 

At 11 I'M, however, let's sav that 




Dr. John Thayer 

\ tccliiiical director of inurkct reports and 
special tahuliitions for the American 
Research Hurean since 19fi0, Or. Tliayer 
was previously a prodiieer-writcr with 
Coinstock & Company in Buffalo, New York. 
While workiiiK toward his doctorate in 
television and radio, he taiiKht speech at 
Ohio State University from 195fi to 19.59. 
and was with WCSH-TV, Portland, Maine 
from 19.54 to 1950. Dr. Thayer is married 
and the father of two children. He is aii 
amateur jihotoRrapher and hi-fi huff. His 
favorite television program: "Bonanza." 



tile markots were chosen (1) as 
far apart geographically a.s jjossiblc, 
and (2) with the least po.ssihle 
amoimt of competition from neigh- 
boring markets whieli "share" 
metro viewing in the areas under 
stu(l\'. In three regions (New Hng- 
hmd, Kast South Central and Paei- 
fic), all (wisling 3-stati()n nwrkets 
were stntlied simv there were only 
three such markets in eacli ease. 

iJeeanse of apparent .scheduling 
piohleins, programs were sometimes 
not telecast at the same time fiom 
market to maiket. This may have 
caused an ov<>rall increase oi" de- 
cr(\ise in a given program's audi- 
ence had it been telecast as sch(>d- 
id(>d in the original network lineup. 

i'or purposes oi this analysis, 
both lotinii and shoic of (iiidirncc 
data w<>rc compiled. While rating 
data are extremely valuable tools 
in (leterminiug competitive pro- 
graming trend.s. they do not tell the 
complete stoiy, the reason being 
that a rating is oliviyH calc\ilated 
using the .same "ba.se" — tvlnl inrliiy 
TV h<)ii\cs. .\ share, on the other 
hand, has a constantly changing 
base — lolal inclro T\' sets in use at 
the xju-cifu'd lime in iinrstion. 
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the sets-in-use figure has dropped to 
4(),()()() (40%). At the same time, the 
\ iewiug audience to Station "A" has 
tlropped to 20,000 (2(«). While 
the rating, then, has dropped from 
a 30 to a 20, the share has remained 
the sam<>— .50%— sinet> 20.000 of the 
40,000 viewing homes are still 
watching Station "A." 

An examination of Figures 2 
through II shows that the average 
rating foi eueli program t\ pe is also 
accompanied hy the coi resjionding 
share ulucb that rating represents 
to the whole (total \ieuing audi- 
ence ) . 

All things being Cljual, the aver- 
age shaie for all piogram types 
combined within each Census He- 
gion hypoth(>tieally would liave 
been 33'A% since 3-station markets 
wcit' iised in all cases. However, 
since (1) there was a small amount 
of viewing to "outside" stations 
within some of the markets, (2) 
some of the programs wer(> not 
shown at their regidarly scheduled 
lime, and (3) a snrall number of 
"specials" and unclassifiables " w ere 
not iuehided, it will he noted in 
i'igures 3 through 1 1 that there w as 
a slight variation from this hypo- 



thetical average within some of the 
markets. IIowe\er, the overall a\'er- 
age for "all tspcs combined" for 
the total U, S. was very close to the 
33)3% average (See Figure 2). 

Still thinking in terms of the 
entire U. S., and using "20" as the 
average rating, and "33" as the 
average share, it is very easy to 
determine those program types 
wheie tlie viewing audience was 
"above average" and "below aver- 
age." In relation to r(itin<is, this is 
the nmdown for the 19 tvpes in 
question: 

Above atcia^c 

Audience Participation 
Cartoon Comedy 
Children's Drama 
Comedy \'ariety 
Feature Films 
Came Panel 
Ceneral Drama — hour 
Ceneral \'ariety 
Music Variety 
Situation Comedy 
Westerns 

Below average 
At tiou -Xdventure 
Crime Detective 
Documentary 
Ceneral Drama — half-bour 
Xews 

Public Afhu'rs 
Sjiorts Events 
Suspense Drama 

The same general trends occur- 
red in the ease of sliai c of aiidience 
data, with three exceptions — Car- 
toon Comedy, Music \'aricty and 
Situation Coined)'. The average 
shares for these tvpes either equal- 
led or vv(>re slightly lower than the 
overage share for all types com- 
bined. 

The one program tvpe vvbidi 
seemed to shine somewhat briiihter 
than most others was Cliildren's 
Drama, with an av(Mage rating for 
all 27 markets combined of .33, and 
a share of 57%. This partcular tv pe 
will be discuss(>d in detail in later 
paragraphs. 

[Ediloi'.i Sole: DiHiiig the pciii^l 
sinicijcd hij Dr. Tluiijcr, La.saic. 
the (ndij proi^nini iiiclnded in thi-i 
rinssifiaition. ran a five pari scries 
tilled "Join neij." The series altracl- 
ed iiniisn<dlii liiuli rnlings for the 
shote. For further infnnnolion on 
the series, see S/)on.9or, 3 ]iine 1963, 
/W<;r' 26.7 r()Mfiiii(C</ 
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FIGURE 1 



TV MARKETS STUDIED BY U . S . CENSUS REGIONS 



NEW ENGLAND 



WEST NORTH CENTRAL 



PACIFIC 



EAST NORTH CENTRAL 



/-I } 




MIDDLE ATLANTIC 



SOUTH ATLANTIC 



WEST SOUTH CENTRAL 



How ARB divides U.S. into viewing regions 

Study on uliicli tliis article is based used nine major U.S. regions, and williin each three selected markets to !;i\ e cross-section of 27 



VIEWING VARIES (conthnwd) 

Comedy Variety (Reel Skelton, 
jack Benny and jackic Gleoson) 
inailc an excellent sliowing, too, 
with a 31 latinji and a 46 share in 
all markets combined. 

General Varieti/ (Garry Mooie, 
Jack Poor and Eel Siillivon) man- 
aged a rating of 26 and a corres- 
ponding share of 43. Close on its 
heels were featmc films (Monday 
A'/g/i/ at the Movies, Saturday A'l'g/i/ 
at the Movies and Sunday Ni^ht 
iA/ocir) which were credited with 
a rating and share of 25 and 36 
respectively. 

The remaining types with "above 
average" ratings were very similar 
to one another: 

General Drama — hour — (rating, 
21; share, 35). Here were included 
programs such as lien Ca.sey. Dr. 
Kildarc and Dick Powell. 

Westerns (rating, 22; sliare, 34). 
The ten programs anal^-zcd here 
included the familiar Bonanza, 
Ginwnoke and Roichide favorites. 

Situation Comedy (rating, 22; 
sliare, 33). This i)articular category 



claimed more shows (22) than any 
other program type . . . shows like 
Andy Griffith, Dick Van Dyke and 
Mister Ed. 

Cartoon Comedy (rating, 21; 
share, 32). The two programs mak- 
ing up this type were The Flint- 
.itones and The Jetson.v. 

Audience Participation (rating, 
22; share, 39). The Price Is Right 
and Password were analvzed here. 

Game Panel (rating, 23; share, 
3S). This type included old-timers 
such as To Tell the Truth, I've Got 
A Secret and What's My Line. 

And finaHv', Music Variety (rat- 
ing, 22; share, 33). This type was 
made up of Perry Como, Andy Wil- 
liams, Si;ig Alan-i icith Mitch, and 
Lawrence Welk. 

Going in the other direction Pub- 
lic Affairs received the lowest aver- 
age rating in the 27 markets an- 
ahv.ed. Figure 2 shows that its rat- 
ing was 8 along with a correspond 
ingly low .share of 16. Meet the 
Press, Brinklcy's Journal, and CHS 
Reports were among the programs 
falling into this catcgor)'. 

Also, 'l)elow average" program 
types ineluiled: 



Documentary (rating, 12; share, 

25) . Circle Theatre, Winston Chur- 
chill and Ticentieth Century were 
included here. 

Sports Events (rating. 13; share, 

26) . Making up this t\pe were 
Wide World of Sports and Figlit 
of the Week. 

AVits (rating, 13; share, 32). 
This prograui type enjoyed a some- 
what higher share than did other 
program tv pes with similar ratings. 
Represented here were programs 
such as IIuntley-Brinkley, CBS 
Sews, and Ron Cochran. 

General Drama — half -hour (rat- 
ing, 14; share, 22). It is interesting 
to note a substantial 7 rating-point 
difference between half-hour and 
hour versions of General Drama. 
Some of the programs falling into 
this category were Loretta Young, 
The Lloyd Bridges Show and G. E. 
True. 

Crinw Detectice (rating, IS; 
share, 29), The hour-long shows 
making up this type included Vn- 
touchahles, Saked City and Perry 
Mason. 

Action Adventure (rating, 19; 
(Please turn to page 59) 
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Local retailers score big in 
ambitious prime-time revue 

Group of shopping-center merchants make 

first and full use of Omaha tv 

with show saying 'thanks' and 'come on In' 



Gi rn\(. rct.iil«T\ into Iv iMi't tMW. 
One iciisoii: tlic ts'pc .iiid p<tsi- 
ti()ii ol liinc ill. it's iisii.ilK :u':iil.il)lc 
is limited. 

lltisscsiT. imiisii.il piiinc-tinic 
|)r('MMit:iti(>ii ill ()iii;ilia, Xch., sliou s 
tlicrc's still room for iiii.i^iiKitioii in 
iiuTclr.mdisinu at llu> local and 
ri'iiioiiai Ic^cl. 

Clients wcTi: a jjroiip of incr- 
ili. lilts ulio make up ;t sliopi)iiiii 



t i'iilrr n.iiiii'd Ooiiiitrx sidi" N'ill.im'. 

Tlic M'liicic u.is .1 oiic-liDiir 
sliducnsc ol Nclnjsk.i s.irifts t.il- 
fiit. 'I'lir sliou ui'iit on liir. (not 
lisc'-oii-t.ipc ), L)i-t\vccii and 10 
p. III. on a 'riiiirsd.iy iii^lit, carK 
this iiioiitli. 

Till' prodiiciiit; station vvms 
K1:T\'. A15C 'I N' alliiiatc in Oin.ilia. 

K1'3T\' pickfd lip tlu" sliouraN(' 
.itica from .1 1ua\ ol siroim-miiidcd 



(>ni.ili.i wonxii will) Ih'IhmiI .r 
profi'Nsion.d .liriiii; umild lie ^oml 
for l(>( .il sinners. pcrforiiKTs. mnsi- 
ci.iiis. .Old d.iiK'i rs 

(i<-iicral iii.iii.iucr (Icnc 'llioiii.is 
.ii;r('('d. .iikI tlic pmui .iiiiiiii; .mil 
s.ilfs dcp.irtiiiciits suMiii; iiilu .u - 
tioii .S.ilcs cxciiitis c Willie Wilson 
made a sale on liis iirst preseiit.itioii. 
to a iiiiisie store in ("oiiiitrv side N'il- 
l.me, Tliis led liiiii tti tlie treasurer 



Hour-long show is test of station's production facilities 

Kifis- perforuHTs wire iiivol\rtl in profrvsinii.il >liimiiiM' re<|iiirin); clirittor Koiiri-.' i(i.irsli:<lli(ii: of two sluclios .mtl four c.i.ii r.i 
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Everything goes well on "The Night" 

Station's tlceisiou lo bump prinu--tinic net projirani was justified by success. (Below) 
Children's personality "Crackers" helped to promote anni\crsary sale for merchants 




Local Retailers continued 

of the \'illagc Merchants' Associ- 
ation who set up a meeting of all 
retailers in the center. 

The Villages lOth anniversarx' 
was upcoming, and retailers agreed 
to celeluate by cooperativ e sponsor- 
sliip of Countryside Capers. In ad- 
dition, the hope was that a local W 
spectacular could help broaden tlie 
center's trading area, 

Meanwbile, hack at tlie station, 
producer-director Peter C. Koiiris 
was putting togctlier a show which 
e\'ol\'ed (despite its pastoral title) 
into a song-and-daucc tour of musi- 
cal Broadwa)'. 

Carrying the beat along were a 
13-piece band, 16 dancers, six sing- 
ers and eight as.sorted performers. 
Facilities were stretched on the 
night, in a two-studio, four-camera 
relay. 

Prior to broadca.st, tlie station's 
film crew also was called iii to pre- 
pare three t\v«-minute commercials. 
Cameras went on tovn^ of the Vil- 
lages stores, giving mercliants the 
cliance to thank tlicir customers for 
a decade's patronage. The KET\'- 
lensed film spots also got in \'isual 
plugs for some of the center's assets, 
sucli as easy and plentiful parking 
space. 

Anni\'ersary sale included 

Tied in with the siiow was an 
annivcrsar\' sale, which fu part was 
promoted by Crackers, the station's 
children's personality. 

How did it all turn out? There 
were i eeord crowds jit the shopping 
center. 

.More importantly, in the \'iew of 
association official Mrs. Donald 
Krug, three-ciuarters of the sale 
customers were people from outside 
\hc area. 

"This is what we want," she said, 
"New faces. .All had siood eouiinents 
on our show . Of course, because \\ e 
all held real .sales with genuine bar- 
gains, we didn't make money. Hut 
we're thinking ahead to the future. 
Many of these first-time custoiners, 
now that tlie> '\ e been introduced to 
oin' informal atmosphere, are bound 
to keep coming back. " 

KET\' reports that, though this 
was n first-out t\' venture for the 
uierchauts. prospects are good for 
similar exploitation in the future. ^ 



Data on spot tv expenditures 

now more complete, covers more stations 



Rorabaugh maps spot strategy 



TiiK battle lor ri-.searcli supremacy 
on K)inpctiti\c Spot '\'\' inUvr- 
tisiim fxpi iidiluri's is m'ttiiijl hotter. 
.\ Ilorabauiih ri'Ci'iitK' annoinic- 
i'(l .1 in'u and e\pandi*d report inu 
ser\ ice thii- 1 Jainiar>' — thi> same 
dati' that Mroadcast .\d\i'rtisin;.i He- 
ports I'xpi'cts to ha\e its new daily 
.iiidio tape opiTatioii in full swini;. 
ili-ri's how the hatlle lini-s an- 
draun: 

MAiVs primary fimction is to po- 
liei- 1\ station performance, to check 
on the aeeurac\ of station aifichn its 
relating to the hrctailcastin'i of spots 
by specific tlates anil times, and to 
clieck on other iiifrini;ements such 
as triple-spottinn or aiijacenc\' ol 
competiti\e branils. lias been 

performinu tin's function on a spot- 
check hasi.s in tlie past (one week 
piM month in 'inajtir markets, six 
or eiijht weeks per year in other 
smaller markets) but now proposes 
to monitor i'ifi stations in the top 
~o m.irkets e\er\ da\' of the \"ear. 
W ith this store i^l monitoretl dat.i. 
H\H intends to offer, as a b\-pro- 
diict service, competitive Spot T\' 
expentlitnre tlata somt'tinie in H)6-l 
It is this latter area only that 
and norabaiij;h will he compi-titive 
next sear. 

Horahauiib. \etiTan in the spot- 
n-portinj: fiekl since 1939. depends 
on t\ stations to coojicrate with Inn) 
h\ reportinv; their spot sclietlnles. 
For oln ions reasons, lie cannot and 
does not enj»at:e in policins; of sta- 
tion performance. 

1 ln're are manv acKantai;es to 
stations cooperatini: with Hora- 
haiiyh. The\ receive .i free sub- 



scription to the "Stntion I'Idition 
ol Uoral)ani;h Heport which, start- 
m'4 in l^fi-l. will ui\f them a de- 
taili'tl anaKsis of their indivichial 
shari' ol mark(>t in ti-rms of the 
nmnber of Spots ami proi;ram< 
placi'tl In' iMch account t)n I'acli 
station. Since each accoinit can In- 
ipiickly translateil into the nanu- of 
an a>ienc\' and a specific time bnxer. 
stations can pin point their sah-s 
elforts where thc\' are most neeth'tl. 

Agencies use Horabangh tlata in 
the basic functions of di'ternn'nin<.i 
compt'titive atl\ ertisinji weight, 
metlia selection, ami allocation ol 
spot ilollars b> market. Since atl- 
vTrlisers Irt'tpientlv seek to meet 
or surpass the elhirts of their com- 
petitors, anency use of Rtirabaugh 
ilata serv es to promote spot tv hill- 
inns. .\lso. Rorabaugh is the ex- 
clusive source of all spot tv fimires 
nsetl by Tv H in their atlverliser 
sales presentations, anil all stories 
releaseil bv Tv 15 to the traile press 

Uorabaugh expects to outshine 
\\.\\\ in the competitive Spot T\' 
ilata Relil on three counts: 
^ llxju'i iciiLT: Ror.ibaniih has bi'en 
proilucing Spot T\' expenilitiire re- 
ports lor .lyencie.s anil the Tele- 
vision bureau of Ailvertismg siui • 
j.nm.irv I*)>0. lie produtril Iun 
first Spot 1\' reports, without ex- 
pi-nilitmes. hack in 1*) IS when there 
were onlv 19 stations on the air 
lie has a long-standint! reputation 
for kcepint! pronu'ses. not allow inc 
st.ition-reporteil ilat.i to be useil 
against them, anil for getting out 
his reports cousistentb on lime 




Veteran spot tv researcher 

\ I l)i k< U iiliiiieli. priMilii i if 
tin 1 lli.il !>• ir» I V II iiii< . Im c 1(1 i n iM»rii n 

^1>.>I I.t^I '1 II I'tlO .1 ll.tl sl»>t IV II IS 
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RORABAUGH continued 

J'nrt of tliis icpiitathni is due to tlie 
fat-t tlnit Ilorabaiigli lias been fully 
iUitouKitetl for sexeial \'oars, iind 
that all of lus <lat_ii processing is 
performed by A. C. Nielsen. 
^ Coin))lelcness: lUmibaugh pres- 
ently co\ors 350 stations in 220 
markets, elainis to have just signed 
up 10 more station!? bringing the 
coverage of bis next issue to some 
3^J0 stations in 250 jnarkcts, and 
expects during 1964 to cover all 
stations in all markets. In other 
words, Horabaiigli expects to cover 
approximately 4,000,000 liotirs of 
station time per year. 
^ Cost: Wicreas collects its 

data by an expensive proc-edurc of 
tape recording the stations, Rora- 
baugh gathers bis information from 
station reports liascd on copies of 
tlieir monthly invoices to the agen- 
cies, a far less costly procedure. 
This is clearU reflected in tlie sub- 
scription rates of the two services 
for agencies. Maxiimmi cost at 
Horabangh is S8,()00 compared to 
about $40,000 at BAR. (The indi- 
vidual cost to an agency tlepcnds on 
the size of its total broadcast bill- 
ings.) 

Rornbaugh's recent sales record, 
in one month, has been imprcssi\e. 
About 25 agencies (see list) lia\'c 



idready signed up for his new oper- 
ation, including sex'cral agen- 
cies such as Compton, Rentou & 
Bowles antl SSC&B. Right now the 
Rorabaugh firm has about 50 differ- 
ent agencies (phis se\'eral brand 
odices) using its r(iiarterly expeiuli- 
ture data, but the new s\'stein is 
so (liflercnt that agencies have to l>c 
sold all o\'er again. The cost bike 
is ratbcr .small, according to "Duke' 
Rorabaugh, president mid founder 
of the firm. 

The purpo.se of the new report, 
according to Rorabaugh, is to pro- 
\'ide at reasonable cost more com- 
plete and more accurate coinpcti- 
ti\e spot tv schedules and expendi- 
tures; also to present the data in 
.such a way as to make the whole 
thing simple and economical to 
each subscribing agency when fac- 
ed with a need to fill the spot tv 
informational needs of all his clients 
— both present and future. 

Rorabaugh claims that use of the 
new contents and format will result 
ill considerable savings of clerical 
time, effort and expense at the agen- 
cies, rep firms, and stations. 

The basic changes represented by 
the Rorabaugh report arc: 
► Data in the report, though still 
issued quarterly, will be broken 
down by individual months of the 
(piartcr. Rorabaugh maintains that 
W(>11 o\cr 90*?^ of all coinpetiti\e 



expenditure reports prepared by 
agencies for their ad\'crtiscr clients 
arc produced either quarterly or 
less frequently such as semi- an- 
nuallj- or annually. 

► Arrangt merits ha\c been made 
to spot check the accuracy of sta- 
ticui reports and to impro\ e brand 
itlcntification, via monitoring serv- 
ices and verification studies in co- 
operation with representatives and 
agencies. 

► Monthly and quarterly individ- 
ual brand schedules and expendi- 
tures will be groupetl b\' product 
categories, and, for the first time 
in the published report, such data 
for each brand will be broken down 
by markets and stations (see cbart, 
page 37). 

Many advertisers and agencies 
seem skeptical of the feasibilit}' of 
bar's competitix'e new research 
proposals. 

Other points agencies believe 
favor I\orabaugh: Although BAR's 
proposal would supply much more 
data (for the 75 BAR markets), 
there is the question of whether 
the added knowledge of the broad- 
cast time and specific commercial 
that appeared, plus the weekly 
breakdown, is worth the substantial 
cost difference. 

Also some agencies feel that they 
want to keep alive competition by 
sponsoring both. At the same time 



RORABAUGH CUMULATIVE EXPENDITURE SUPPLEMENT 
(lesued Quarterly as a Supplement to the Basic Rorabaugh Report) 
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A cumulative report 

Published separately each quarter 
will be an accumulation of brand 
expenditures by individual months 
and (|uarters throughout the 
calender year. Expenditures, 
broken down by types (announce- 
ments, breaks, identifications, and 
programs) and classes of programs 
(da>', early evening, prime night, 
late night), arc shown for all 
competitive brands, arranged by 
over 150 product categories. Flic 
"cume" report will be available to 
agency subscribers at a 
nominal additional cost. 
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our cm act ;i clu'ck i>r .1 coin- 
plciiiciit to till- otluT. 

'I'lic siiiiil.ir lnf.ik (l.iti's for tlic 
ri'sciiiili siTNiccs ul the two flrm> 
is cuiiii-idi-nt.il. .\ltli(nii!li \\\\\ aii- 
iiDiiiu't'd it.s {)l.iiis si-MT.il iiKintlis 
alio, Uoral).iiii;li lia\ ln-ni workmu 
(III liis iirvs' s\\lfii» lor vwii lunmT 

llnral)aiii;li's cliani;!' of n-Ncaicli 
(li'|itli ai)(l tccliniquc was an oiit- 
tjrnwlli of r('(|iu'sls a iidimIxt oI 
anciK'it's for taster and more C'oin- 
picliciisivf (lata on what their coiii- 
pi'tilioii was (loimj. 'I'liosc ai;eiu'ies 
wliieli e\|Hessi-tl ciirreiif and speci- 
fic lu-eds vvere: liUDO. 'l ed Kates, 
('iiiiniii.uliani i\ Walsli, 
K'eiivon iN Kckliardt. McGrnii- 
|-!ricksi)ii. Xorinan, ('raii; ktini- 
iiu I. and J. Waller Thompson. 

An addition. il s»'r\ice under or- 
^ani/..ition l)\ Horahani;!) wonid 
nive auencies fast nuiiithly infornia- 
tion on wliat certain C(nnp»-titi\e 
products are {h)ini; in Spot T\' 
'I'he svstem is desinned to Mi|)pl\' 
data nn either new pioilncts test- 
iM'4 Spf)t or estahhshed lirands 
slartini: new canii)aii:ns. 

\'4encies kno\s. from a \ ariety of 
sources, when a new proihicl is 
l)eiim tested or when a ne\\' eani- 
l):iii;n nets nn<U'r\\av for an estali- 
lished brand. s.i\s I{()ral)an<^h. 
W hat the aijencics <iener.ill\" do not 
ki(o\s is the extent of these tests 
.Old m-\s c;unpaii;ns — the markets 



.lud ^tatiiius Used, .aid the .u fn.d 
sehi'dtdes. 

l{or.il>.iui;li will .ittcmiit to dil 
lect this t\pe of dal.i from sl.ttion 
leprrsenl.itives, .uid ]).iv them TJi 
a da\ loi the elerii .il w ork in\ ol\ ed 
.Since the records iil the- sl.ilion reps 
do not identifv pnKlucts which .ne 
leslmi; in sl.irlmi* new c.uupait^iis 
a moiitlil\ list ol products aueiicies 
w.uil checked will he cotledcd 
lioni the .mcncies. 'I'lu'V will he 
eomhnu'd into a siui^le list and sent 
Ul the rei)s vMlh a reporlnii; form 

ivepresent.iti\es will he .iskcd to 
send in tlwir reports one week .ift<-r 
llic close of eacii reported nujuth. 
.Il which time the\ \sill lie u\- 
senihled he individu.il product.s. 
((uickK ri prnduced, and deli\ere<l 
to .ii;encies. K.ich .ini-ncv will re- 
ceixc and pa\ for only tin- hr.uid 
report.s which it ordered. Tlu' cosl 
would run appro\ini.itel\ SIO per 
hrand report tinu's tin- nnniher of 
brands the auencv w.niled checked 
(This cost is h.ised on an actn.d 
tost wheri-hy Teil Bates supplieil 
its list of hrands to he checked, ,uid 
Blair-'i'\' prox ideil the ans\scMs on 
a Ilorahauiih reporting form.) 

Suhscrihers to the Roraban^h 
Report woulil be .ible to use this 
ser\ ice only w hen and if the\ need 
it. It would not be* .1 part of the 
reiiular contract. 

(Cnnliinicd on fxr^r ,5*)) 



M VIOIl V(.l \< II S NOW 

sK.NKD rou I \mM)l I) M w 

iioit VII \i (.11 sror iii i-oii r 

/{(!//( (1. liiirtoii. Diirslim c- 

'I'i'il liiiirs d* Cunifuinij, liu 
Id n/o/i d* HoK II V. Ii\c 
('iiinjilim \il I rrli\iiij, Ini 
('iiimiiiiiluiin d* \\ iiUli, 
Jolin (' . I)iii\ il, li\c. 
f.rnxn W iisri/, Hiitliriliiff d* 

llijtin. Inc. 
C.t i/rr. Morcii. lialhiril. Ini 
lli<tcl\in.\ .Af/i rrlisiiic 

( i>in]>iinij. Inc. 
KoHjim 0 i'.i khiinll , hn 
l.rniu n d- Si u t ll, Inc. 
I'.arli' l.ii<luin i- ('i>ini>iinij 
Mari'itrlonil, At cyan! 

d' Ciiin])itn\i 
}. M. .\ltithr\-. Incorjiontti (I 
Morse Inti rnntional, lur. 
0<:,\l\ I/, l^nisoix L' Mailu r, hit 
Vupcrt. Ko( niii. Litis. Inc. 
I'lt l< Iti r l\\t luiril.\. Ciilkins d* 

llolilrn. Inc. 
Sirrii d' i'innn/. Inr. 
Siillii iin. Stiiiilfi r. Colli 1 II d- 

liaylrs-. Inr. 
J. Wiillrr 77io;;i/)\/i(i Coinpnmi 
Vaii^ttnl DtiiiiUiU' ir Coinpiimi 
Eiliiiiul II. \\'( isv d' CoiniMini/ 
Yoiiitfi d- Rnhiriiin. Inr. 



Detailed analysis 

The main part of the report 
consists of det.iiled market and 
s~tati()o analx'sis of the monthlx 
and (piarterly sjxit t\- .schedules .iiul 
siHit t\' expenditures of all 
Ct)inpetiti\e brands in .idl prodnct 
eatenories. 

In other words. Ibis section 
(in ailditiou In pro\i(lini; data on a 
monthly and <|uarferl>- basis) 
cond)ines three sections of the 
present Horabautih Heporf w itb 
individual brand detail reports, 
which in the past were sold 
separafelv by indi\ idnal categories. 



SE* RORAnAUCH RCPOIIT 
SCHEDULES i EXPENmTl'RES 

BT PRODUCT Categories, by nRA.NOS, nr xcaskcts i statios-j 
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VVDEF-TV CHAnAWOOGA 

a much BETTER BUY 
NOW than last Fall. 

CHECK LATEST ARB and NIELSEN REPORTS 



HIGHER RATINGS 



MORE HOMES 



Greater Popularity 




CHATTANOOGA 



CALL 



. n V e RT I S I IM G TIME SALES, INC. 



NOW! 



I SOUTH BEND- \ 
:'ElKHf<RT IS THE ; 

\ TV MARKET/ // 

' /; THE.Y MUST ; 
iPRACTICE ALOT/ ! 




WNDU-TV 

SOUTH BEND - ELKHART 

CALL VCNARD. TORBET «, McCONNELL. Inc. 



TIMEBUYER'S 
CORNER 



Media people: 
what they are doing 
and saying 



Colgrcenc radio prcsonfation: This was a liilu of a hiaii, complete \\ itii 
hain- orciiiti-sfrcwn fables, lei-hedcoked agency people, egg rolls, spare 
ril)s, Mai Tais and Hawaiian costumed McCavrin-Cuild-crs. The Island 
atmosphere was all in keeping with Colgreene's first \\'esfcni Division 
station, KPOl, and KPOl-FM stereo (llonolnlu). ^hmy good words 
were included also for sister California stations KMl'IN' (San Hernar- 
(hno-Uiverside) and KMAK (Fresno). Key factor in stations program- 
ing is an empliasis on public service. 

CKL\V-T\' (Dctroit-\\'ind.sor) presentation: Station un\ ciied it.s "Brigiit 
New Look" to agency l)uycrs in a series of presentations lieicl in New- 




New York buyers at CKLW-TV sessions 

At recent presentations in Mnnhnttan, CKL\\'-T\' ( Detroit- Windsor) exi-es and ajiency 
people ficl together to discuss station's "HriHlit New Look." Here are (1-r) Norm 
Hawkins, CKL\\'-T\'; Jeanne SuUixan, SSC6<B: George Sperry, CKL\V-T\'; X'era 
Brennan, SSC&U; Fd Metcalfe, CKL\V-'T\'; Frank Boclnn, WKO General Broadcasting 

York (see photo), C^liieago. and Detroit recently. Detroit showing 
witli 750 agency men and tlieir wives attending, was aboard a chartered 
boat during a five-hour cruise on Detroit waterways. The station's 
extensive sales presentation program was undertaken to enipliasize 
purchase of 400 first-run. major film properties to be slioweased in 
channel 9's film segment during tlic coming '63-'6-4 season. Tlie UKO 
General outlet also has purchased several new hour and half-hour, first- 
vnn-off-network properties. .\lal Murray, BHDO, was the winn(M' of a tv 
set in contest held at Xew York presentation. 

Si.\ buyers from the West Coast had a ball as guests at W'NEW's (NVw 
York) 30Ui anni\ersary partv (sroNsOR 29 JuK ) in Gotham's .Madison 
Scjuare Garden. Dick SclniHe, nianagi r of Metromedia's San Traneiseo 
office headed the party making the triji from that city, which included 
Diane Kobinson, Guild, Hascom 6: Honfigli; l-'rank lU'galdo, .\icCann- 
iMMekson; and Kvic Klein, Cunningham 6: Walsh. I'^rom Los ,\ngeles, 
shei)ard<>d by Hob Jones, Metromedia s L.A. manager, were Kd Haltz, 
Gomjiton; Allen Berger, Tilds 6c Cantz; and Hill Woostcr, Grey. The 
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'TIMEBUYER'S 
CORNER 



QUESTION; 



Uroiip pii'krd up a cDiitinuciit of 12 CliicaUd .nn'iu-y Iximts .iikI cmts 
cii roiitiv 'I'lu- i-oiiSi-uMis: "'I'lu' tiiiii' ol oiir lines!" 

' Til hack wIk'ii voii m-c iwcl" Tliat was tlic last vvorcl fiDin lU-niiii' 
"HriM/y" HoscMitliaf last Marrli ( I IMI'.ni'YKIlS COIIN'KU t \lanli) 
lu-foic sill- took off I April for wliat turiicil out to Ik> a iDiii-inoiitli 
waiiilcrinj; of tin- Orient by plane an<l boat, lirca/y was a tinwhnv i-r at 
('anipl)ell-l'Iuaiil (San l-'raiu'isco) for cijliit vears ix-fore settiiii; ont to 
see till' worlil last sprinij. Slie's now hack in California, uliere slws 
Npen(lin<4 soini- time with her folks in San Jose hefore jjettinj; hack in 
the ancnev' su im. She visited Japan, lloim Koni;, Thailand, New 7.e.i- 
laiid. Vnstialia, and made inti rnuiHate stops in tin* Sonth I'aeific on 
her e\ti'nsi\'e wieatioji. 

Another vacationer retnrnsr Kay Sheltuii, teliA ision tiniehnyi-r iit Uots- 
ford, (a)nstaiitine 6c (Iardn<'r (San l-'raneiseo), hardly had lime to e.iteh 
her breath after a wonderfnl threi'-ucek vacation in the llawaiiau 
Islands hefore plunginn into her fall hnvinj: chores for I'iliee-I'evrelli 
eauuetl fruits and vegetahles. (see SI'OT-SCOI'i:). 

Oamphell-.Mithim ((-In'ca.no) atlils two: \\'il.liam Qnij^lcy is now associ- 
ate media director at V.-W. lie was' with Leo Ihirnett Co, Also new to 
the auenc'v" is Marianne Lixie, wlu) joined as a tiiiu-hnyer. She was with 
N'orth .Advertising. 

Douglass Alligood: aim for impact 




"The approach to Negro media is not as simple as surveys indicate— 
mere facts of cost per thousand, etc., are not sufficient evidence alone 
to evaluate the merit of any Negro medium," says Doug Alligood, media 
executive and marketing account rep at BBDO (Detroit). Doug goes on to 
say, "Even the questions about the use of Negro models versus white 
models, and rock 'n roll versus old standards, can be very misleading 
and confusing. A successful Negro 
ad effort is directly dependent 
upon the merchandising and pro- 
motion effort that accompanies it. 
In addition to specialized coverage 
you must look for penetration and 
impact for a favorable company 
or product image in the mind's 
eye of the Negro consumer." Doug 
works on the Dodge car and truck, 
Pepsi-Cola (Michigan state bottler), 
and Autolite accounts. He joined 
BBDO in 1962, after two-and-a-half 
years as merchandising director 
and administrative assistant to the 
general manager of WCHB (Detroit). 
Before that he was with the Sey- 
mour, Leatherwood & Cleveland 
agency as a staff artist. A grad 

uate of Bradley University, he majored in fine arts. He's a mem- 
ber of the Detroit Adcraft Club, and the Detroit Thursday Luncheon 
Group— interested people who get together to further business oppor- 
tunities for Negroes. Doug, his wife Cynthia, and their four children- 
Donna, 7; Craig, 5; Debra, 3; and Doug, Jr.. live in Inkster, Michigan. 
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What docs 
kc 



mean: 



ANSWER: 



With 5000 watts 




serves an area of 
60,000 sq. miles 
, . . it would take 
590,000 watts 
or 118 times 
the power of 
KWTO to serve 

the same 
area at 1260 kc 



59 - County 
Primary Area 

S3. 3 Billion Market 




delivers 



270<'o more counties thjn 
the second stJtion. This 
mcJns 145,573 more populj- 
tion. $2,873,886,000 more 
C.S.I. 
SROS CM Ojtj 
Mjy '63 



Who do I 
contact? 



Contict: Sjvilli/Gjtct 
formerlr Pcjnon Njrionjl 
Repr«s«nririvc5. Inc 




Springfield, Missouri 
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COMMERCIAL 
CRITIQUE 



Trends, techniques new 
styles in radio/tv 
commercials are evaluated 
by industry leaders 



WHAT TO PUT IN A JINGLE or ONE MAN'S PRETTY DARN BIASED VIEW 
ON HOW TO GO ABOUT WRITING A MUSICAL COMMERCIAL 



By ALAN KENT 

Gingor Johnson, wliose views on 
commercials distinguisli and bright- 
en this space in alternate issncs of 
si'ONsoK has taken himself abroad, 
and this is one of the eolniniis that 
will be done for him in his absence. 

As a reader of Johnson I have 
learned to respect both his wit and 
liis wisdom. As a one-time partner, 
1 am somewhat familiar with a few 




Cri'ilii ; U. S. Tclcscrvicc 

When you pull his leash . . . 

he'll walkity, wolkity, walk with you. 
Xur.sory rhyme iiiolocly and siinjilc lyrics 
added up to solid sales for Ideal To> s 

of the principles he holds close to 
his heart. This piece is written with 
the belief that he wsoiild agree in 
principle with what follows. 

Perhaps you will, too. 

In any event, here is what one 
man thinks ought to be put in a 
jingle. The first thing is a good sell- 
ing proposition. A real "genuwine," 
here's-wliat-you-get-and why-\()n- 
ouglit-to-buy proposition. 

The nc.\t consideration should be 
lyrics. The way you state > our sell- 
ing ])roposition. And I mean lyrics. 
Not just words that rhyme. Webster 
defines "lyric" as "suitable for sing- 
mg. 

There should also be true mel- 
odic invention. Not .something like 
a thinly disgui.shed re-write of 
"Three Blind Miccv" Scored for 
piano and drnins and simg by a 
piek-up trio. 

There is another thing that 
should be put in. It's a fairlv rare 



commodity in the jingle business. 
But look inside j'ourself. Yon may 
find a smidgin. It's a thing I call 
"respect for your customer" . . . 
the man or woman who goes into a 
store and lays out good money for 
the product you are selling. 

See how easy it is? 

All you need is a good selling 
jiroposition, a singable lyric and 
some attractive music. Phis some 
respect for your customer. Make no 
mistake about the importance of 
respect for the customer, if you 
don't ha\'e it, the chances are \'ou'll 
wintl up with something you won't 
be very proud of. Chances are e\'en 
better xour jingle won t do much of 
a selling job, either. 

Let's get to the selling proposi- 
tion. 

Nine times out of ten the adver- 
tising strategy and copy theme will 
ahead) ha\c been determined b\' 
the time a jingle is put in the works. 
The selling proposition is set. 

How do you make a selling prop- 
osition into a lyric? As Louis Arm- 
strong was reported to have said 
about jazz: "if you don't know what 
it is, nobody can tell you." If you 
don't "feel" a lyric, beware. But 
there are some guidelines. Three of 
them: Keep your Kric 1) simple 
2) lionest and 3) surprising. 

Simple, short, easily understand- 
able words. Honestly presented 
facts. The "surprising" part is hard- 
er. The "surprise" in >our lyric — 
the weenie, book, twist, whatever 
\ on want to call it — is a lot of the 
battle in getting yotir customer to 
buy \()ur product. The collotiuial 
cpiestion Gillette u.ses for Blue 
Blades: "Ilowareya fi.xed for 
blades?" is simple, honest and sur- 
prising to me. Coea-Cola's "zing" 
isn't! 

When it comes to lyrics there's 
.something else to be weighed! 
Know when to let well enough 
alone! At times it is wi.se to take 
the .selling proposition as it stands 



and run with it. Example: The 
Marlboro song. There were a lot of 
contributing factors to the success 
of the Marlboro advertising: Leo 
Burnett's insight and guts in re- 
positioning the brand, the mascu- 
line image, the first "flip-top" bo.x. 
But the jingle Kxie was the selling 
proposition: "You get a lot to like, 
etc." Period. 

About the melodic invention, it 
breaks into two things: 

1. the melody 

2, what you do with the 
melody in the wa\' of im- 
plementation with instru- 
ments, \'oices and in, re- 
cent days, electronic hoo- 
bahs (I never quite know 
what to call those noises )i 

When it comes to the melody 
proper it should, of course, have a 
character consistent with the nature 
of the product being sold. But if 
anyone has to be told how to write 
a melodic line (other than indicat- 
(Please turn to pofie 59) 



-ALAN KENT 




Copy pronp head at Crev' Adx'ertis- 
infi, Kent began liis broadcastinR 
eareer as an annonneer on a small 
independent X. V. radio station 
dnrins the tlays of Rndv- Vallcc, 
Hing Croshy and two-hntton micro- 
phones, lie left to join X15C as an- 
nouncer, then went into frcc-lance 
eopywritiuR and announeing. Sinee 
KoiuR into the aj:enc>' linsincss in 
1953. he has lieen with Leo niimett 
and Cre\'. Kent pioneered the 
Krowth of musical eommereials with 
Austen Croom-Johnson; likes to 
write adwrtisinp better than any- 
thin}; else — and has done so to the 
tune of o\-er .$100 million worth. 
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llot« i\ <j;oir pio iiwaMirr :i pull? 

Wow i\ovy nil iu\\vvli>iii<i pro iii4':i>iii'(i' a >l:ili(i>n? 



• Olio inoasuri' of a bioadcasliiip station — the I'vcnts of signal local importance it l)iin>;s to ihf an-. 

• Oiu' such — llarlfor<l's .^-lO.iiOO.OO Insurance Cily Opi-n broadciLst live by WTIC Television and liadm 
!<).')<). I'.HU). lOGI. 1!»C.2. VMV.l 

• TV Anchor Man n)5«). IWO. I'X'.l. l!t(;2, liXl}— ClaiKle Harmon. I!)4S Masters winner. 

• Stair eipht Wi'lC and WTIC-TX' reporters forty-einht technicians and production personnel. 

• K<iuipmcnt— si.\ cameras— fourteen niiciophones— five walkie-talkies— one mile of television eablf. 

• Network ladio Fed to N'IU"s Monitor. 

• Sponsors— The Connecticut I^ank X- 'I'rust Company. The llartfoid In.'^uranre Croup, nt<)2, HKi.? 
and. very likely. 1064. 

WTIC Qj TVS / AM/FM 

nrra>ii:i-t HruM', ;< frt-' ♦i.tici Plaza. Ha't ford, Connecticut Otil 15 

\V'riC-'r\' is rc'prosentcd by Han intiton*. liiirhlor' and rar.«)ns*. IiicDi poi-atecl 
WTR" AM-FM is repro.*:enlc(i by the Hi'iiry I. C'liristalt Company 

•Man ! up* \S, \^ and h. n-ypf-rt Vf-I> . 
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News from nation's 
capital of special 
interest to admen 



i^i^ time bomb of the network program procurement critique by FCC ' s 
Office of Network Study is quietly ticking away toward zero hour when 
the commission will take up the explosive problem. 

The massive report, based on compilation of over 3 years, 200 wit- 
nesses, and 10,000 pages of testimony, was given to the commission by Net- 
work Study chief Ashbrook Bryant in Nov. 1962. It went from former FCC Chair- 
man Newton Minow to House Commerce Committee Chairman Oren Harris in 
February of this year, and was ordered into committee print in May. 

In handing the report to Congress, the Harris committee takes no sides 
with Bryant ' s urging that networks be divorced from financial interests in 
program syndication. Even more relevant to present situation is proviso 
that nets be allowed to own or license exclusively only 50% of their prime 
time entertainment f news and public service excepted. Network regulation 
is recommended, but not by licensing. 

■^■^ Speculation on how soon after recess the FCC might get into this began 
with issue of committee print , and has been growing. 
Commerce Committee chairman Harris, who is not long on patience, said 
in May that the report was being submitted to the House because of the 
"great interest of the members in the subject of network broadcasting and 
network regulation." 

This interest was forcibly re-expressed during recent hearings on 
broadcast editorializing, and will no doubt come up again when hearings 
are resumed. FCC itself has requested that legislation empower the agency 
to issue rules and require reports of nets — but not involve licensing. 

"^"^ The Network study report ' s idea of assembling all broadcasters into 
self-regulated association under FCC surveillance had few takers . 
The setup would be similar to that of National Association of Securi- 
ties Dealers, which has power to make and enforce codes, with severe penal- 
ties for member transgressors. Securities and Exchange Commission super- 
vises the self-regulating body. 

The idea would probably get even more of a deep freeze reaction in 
present climate. The FCC ' s suggestion that it might use NAB's codes as a 
basis for regulation of broadcast commercials raised a blizzard of outraged 
protest from the association and individual broadcasters. 

Network program procurement study ' s idea of inducing advertisers to 
sponsor small-audience network shows by having nets scale down rates 
on basi s of an audited , deliverable c irculation should appeal to FCC Chair- 
man Henry. 

It would be one answer to Henry's plea for diversity, for programing 
with appeal for esoteric tastes of minority, as well as mass-oriented 
entertainment . 
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Ideal aims $30 mil. in new cartoons 
[at 157 markets for five full years 

Idciil Ten. tliri)iii;li Civy AiWvr- 
(is'iiiU, li.is .iiiMniMii't'd for tlic 

l.irnt'st spniisorsliip for tv nil- 
(Icrt.ikcit l)\ ,1 to> niaiiiifjctnrcM . 
jiis'oK'iiii: tlu' iiiuK'iAs riliiii; of :i $.10 
iiuiliiin, fivc-\c.ir p.ii kiinc of ;i nrs- 
toiii-iiM(l(' I'.irtooii si'rii's Icdfiiriiiu 
four .iiiiiii.iti-il prouriiiiis i i'iMtcil \i\ 
H;iiiri.i-H.irlH-r.). Sl.Mi'il for ii;itioii- 
wiilc ;iirim; lii'i;iiiiiiii<; 1.'3 J.iiiii.ir\. 
till- p;ick;ii;f will Ik- ilistrihiitt'il h\ 
Scit'iMi CfiMS 1)11 .1 iintioir.rl s]>ot 
basis. 

iiU-al ]Hi'siili'nt Lioin-I \\ fiii- 
traiil). stressing that tlir to\ iiiiliistr\ 
is IIOU a \iMr-ro.iiiiil Itiisiiii-ss no 
lonUt-r di']H'iKli'iit on tlic Clirisliiias 
scMsonal trade. >aiil liis firm will 
l)ii\ Iwo fuilf-lioiM pi'r wrok Unit' 
st'i^iiu'iits on liMdinu t\ stations in 
157 iiiarki-ts on a .52-\vi-ok basis for 
thr fi\ t'-\ t'ar period. 

\hc Kj'iit. \.p. for Idi'al, added 
that till- pnrthase of the fonr series 
ijives Itleal the opportiinits' to nier- 
cliandise the cartoon persoiialitii's 
iiivoKed and n-presents the hiti'st 
oiiturowtli of till' foinpain's lonu- 
r.ln^e plan to sjionsor. iiroinole, and 
iD.irkt't new liiiiiilies of eliaraclers. 
Vaiiie and details ol tlu- fonr oeu 




$30-million tv deal off the deck 



CoiiMiiuiii.itiDi; line of tlu- l.iriit-st t\ i\v.\U (Xrr inxliTl.tki ii li\ i to\ iii.iiiii- 
f.ictiirrr .irc (1-r) Josi-pli U.irlx-r.i. of I l.iiiii.i-lt.irlirr.i. Lion.-l \\ i-intr.iiiii. 
pn-Mili-iit of lilojl To\. Jill! Ht-rlxTt I). .Sir.iiiss. <.rr\ \(lvrrtiMiii: Vtr-- 



ll-IJi ])roi;iaiiis uill III- aniioinu->-il 
sliortl> . 

WeiiitraMli also noted tiiat "in 
adilition to Ideal's natioiiuide use 
ol partiVipatiin4 sjxit aini<iiiiie(-- 
nil-Ills in saiioiis t\ pinnianis. liie 
wvw ino\e u jll i;i\(- iiiiiii>lete iden- 
tification of oni pronrnnis with our 
company and its products " 

lileal lia.s hei-ii lict-iisi-il to iiiann- 
factiin- maii\ 11 jnna-Harl)era car- 
toon cliaracti-rs ()\i-r tlie pa.st few 
years, one of tin- lati-st lu-iiiil "I'l-h- 
l)les" i-'lintstone. iiitroiliici-il last 
winter on the AlKJ T\' .series. 

Record 1963-4 ad budget 
slated by General Mills 

Cli-m-ral Mills, which spent soioe 
•S.}.') million in ad\ertisinu for 19fi2- 
n.3. will top tiiat fit;nre in tlie iu-\t 
12 iiioiitlis with tlie larm-st ad hud- 
jiet in its liistor\' slated to lu-lp sell 
(-stalilislieil i>r(Hliiet lines aiul intro- 
duce tlie stead\ How of new pro- 
ducts from the researi h pro.uraio 
This was revealed hy Gen. 1-]. W. 
Hawliniis, president of Ci-ii. .Mills, 
at liie annual stockhoUlers nicetinu 
last week at conip>iii\ hqs. ni Min- 
iiea|)olis. 



Hawllims, linwcM l dr( iilietl to 
icM-al Ml detail some lit the I, id. 
vertisMit; plans iifiw in jironress' as 
"])ii-ni.itiire ])iiliht .innoinii cnient 
111 sill li pi. ins vMiiilil lie iiiifortn- 
li.iti-." Unt lie sircssi-d that "our 
.idseilisnn; udl nni.nii wh.it sse 
li.is e jlw.is s tried to iii.ike it truth 
Inl, inloi iii.itu >-. l|c-|plnl, edniallun 
.il, and ih-sii;iii'd to ni.iki- ,i smmk- 
eoiitriliiition to the i-iinsniiini^ piili- 
lii' i.itlic-r than the mere proiiii >! loii 
ol our w.ires in the market ]il.iei-. 
iiriixirt.nit as th.it will .dw.i\s lie." 

I'ointiiii; to the coi(i|>.iir\ "s earii- 
inns Icir the \ear eiideil 31 Ma\ 
which tot. dell jn.st niiilcr $15 iiiil- 
iioii. Ill' saiil this w.is ii|) -IT'/- froiii 
tlu- pii-vioiis \ear and iii.ide l'K>2- 
6.3 till- secoiiil best \e;rr for i-.irii- 
iiiUs in Oeii. Mills liistor\. n.iwliiin.s 
adiled that one liii; reasiin fur tlie 
sharp impriiMM»(-nt o\er l.ist \e.ir 
of die current profit position is 
eliniiiiatiiin of the losses from the 
ciiiiip.niy's fei-d di\ision. now dis- 
continiicd. 

Another reason he cited, "from 
till- loin»-raime \ iew point." is the 
"splenditr" perforiiiance iliirinu the 
\(-ar of iii.iny of tlii* Gen. .Mills di- 
visions, particiilarU in consniiier 
footls. iiuliidim; faiiiiK Hour, which 
rose 1 V r tliirinj; the \e.ir. in contiii- 
luilidii of ,1 ionu-ranm' trend which 
we are now \ ii;oroiisl\' stimiil.itiiin. 

n.iwlinijs s.iid the coinpans's li.i- 
sic pliilosoplu'. follow iiiu eliiiiiiia- 
tion of feed losses and nivini; uiavi- 
loinii coin I'lUr.it ion to coiisiriiur 
food anil si)ei'ialt\ ehi iiiical fieUls 
".ipi>e.irs to lie i>roNnni its<-lf — .ind 
we intend not iiiereK to continue it 
lint to aixentnate it in the months 
.iliead ' 

\ltlioin;li lii'^liK -gratified li\ (^ ii. 
MilK' iin|>ro\ed e.irniiiu piitnre, lie 
einph.isi/ed that the i-oin.i)an\ is 
\\(-ll .iw.ire that "in .lu inilnstr\ as 
competitive .K ours .mil in a time 
of n.ition.il and world lii-.tiir\ in 
which changes toiue with .ilinost 
liew ililerim; rajiiditv, there i> no 
standiDi: <till. e are rapiilK i;.iiii- 
iim new eimiieiiii- in niir v.irious 
lields which iii.ikes lis the priim- 
t.iriii't of coinpititne elfort " 

lie .iildeil that .is f.ir .is the new 
\ e.ir IS I'oiieeriieil. the coinp.iin li.id 
.III exielleiil JiiUi' and jiiK .iiid 
.iltliiiii'^li there li.is lieeii vnne le\el- 
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'Funny Company' is serious business for Mattel 

Mattel Tojs, via Carson/lU)l)crts, is picking up adjacencies in 'Tlie 
Funny Coinpanj" wliercxer tlie edneatirmal eartoon series is sold, with 
over 8.5 markets set so far aiul a total of 150 anticipated by next six 
nioiitlis. To dat<% the skein lias been purchased in some 80% of the 
major markets, and is set to debut 1 September on KOMU-T\', Coluni- 
bia-Jefferson City, Mo. Consisting of five-min. segments tied togetlier 
b\' a Irx-al-live host, program length is up to each station, with an hour 
the current average. In iV.V., WOU-TV will iiir it 90 niiiis. daily hosted 
by NU)nty Gunty, beginning 23 September. Mattel holds tv licenses 



iiig ofi ol voliiiiic, "\\c still e.xpcct 
a salislnclory first hall." Rawiings 
said new products, "which will be 
added to oiir line when and as rr- 
scarcli acliie\cinents and market 
eondilions warrant, will he relied oil 
to provide nuieh of the forward 
nionientinn we e.xpeet for tiie new 
year. ^Ve al.so intend to maximize 
profit potentials of the old stand-hys 
wiiicli are still popular with the 
eonsumor, make new ac(iuisiti()ns 
at li()nu> and over.seas, and adjust 
our Ixrldings thronj^h elimination 
of iietivities not directK- couijeeted 
with our main effort." 

Jkiard chairman C. 11, liell also 
spoke to stockholders, tellinjj them 
that the eompan\''s ucw "C" corp- 
orate s\ml)()l, planned to imifv- all 
Gefi. Mills iineka.ne food products, 
is keyed to "it new era of jirogress 
for om- eomiwnx'."' lie noted that 
the synihol was ()riJ^i^ally used 
to create the "iiifj C" C(>real line, 
hut "its trade and eonsmner necept- 



anee has heen so seil.sationai that 
it seemed important to take advan- 
tage of its essential elements to 
further tiie whole corporate image." 

Five step up at Compton 

Following the recent top man- 
agement realignment at Compton 
AcKertising and, according to new 
chairman Hart Cummings, "in line 
with our policy ol recognizing con- 
tributions of younger people," five 
executives have been appointed 
senior vice presidents of the agency. 

The men are Peter Burns, 38, 
senior vice president of the Alberto- 
Culver aeeouut in Chicago; Paul D. 
Cooke, 43. senior vice jiresidcnt on 
VixG soap and detergent hraiuls, 
iVew York; John II. A. Cross, -13, 
senior vice president on C.ieem 
toothpaste and Crisco shortening. 
New York; C.S. Mitchell. Jr., 43, 
.senior vice i)resi(lent on P\C soap 
and (l(>tergent nceonnts. \ew York; 



antl Alvin Kabaker, 55 general man- 
ager of Compton's west coast op- 
erations with offices in Los Angeles 
and San Francisco. 

Bolt & screw distributor 
makes radio connection 

Texas Bolt 6c Screw Co. advertise 
on radio? Someone must be nuts! 
Yet, betw 'een the hours of 7-8:30 
a.m. on Tuesday mornings, if you 
happen to be driving within the 
53-eoimty area surrounding San An- 
tonio, you might hear a strong, 
hard-.sell commercial extolling the 
virtues of doing business with Texas 
Bolt &r Screw. 

When the idea for advertising on 
radio was first broached to com- 
pany president llollis Colcniere by 
KONO accoimt exec Nick Juried, 
liis first reaction was to check Jur- 
ied's bearings and call for the boys 
in the white jackets. Radio adver- 
tising is only for products and ser- 
vices sold at retail, be felt, and Tex- 
as Bolt 6c Screw is an industrial 
distributor. 

But Colemere listened . . . and 
tiiis is what he beard: Since the 
company's primary customers and 
prospects arc men engaged in man- 
ufacturing, construction, and mili- 
tary procurement and maintenance, 
it was logical that some form of 
connncrciai message aimed at them 
would increase awareness of the 
name Texas Bolt 6c Screw, make 
known the full lijic of company 
products, and pave the way for 
salesmen follow-up. He was also 
appraised of radio's audience com- 
position averages. 

^\'ith all of this in mind, the com- 
pany purchased sponsorship of the 
KONO Helicopter Traffic Report 
service during the peak in-home 
and (hiving-to-work listening per- 
iods between 7-8:30 a.m. In .addi- 
tion to three hard-selling eonnner- 
eials during this pericxl, Texas Bolt 
6c Screw salesmen distribute toy 
helicopters to further publicize 
company p;irticipation in the pro- 
gram. 

It's too carlv- to tell the full sales 
effect of tiie iiromotion, said Cole 
mere, but favornble comments al- 
ready in from several key customers 
have encouraged his company that 
radio is delivering the message to 
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Ilif pcoph- 'l'r\.i.s lloll iSc Siri'W 
^v.iiits to (Id l)ii.\iiii-s\ ^^'itll, 

Women urged to stop being 
5-o'clock shadows in biz 

W'diiicii ill Imsiiicss imm .siici'(*ftl 
Hilly l>y lu-iiit; ssoincn ;iii(l not cinii- 
Liliiii; inni. says Ccnc\ ii'vc (il.ip) 
ilii/iird, \\li() (Mrly tliis yc.ir lic- 
tMiiw till* first uonuiii to l)c ii.inicil 
,1 \ i'c<' pr("si(l<>iit of ( lainplH'll-i'Iwiild 
ill the 5i!-\<Mr In'stoiy of tlic i)i-troit- 
hast'd a(l\'crl isiiit; aiji-iiry. 

Spc-akiny Satiirilay at iIk- nation- 
:il coiiscntion of Tlii'ta Siyina I'lii 
fraternity of trained uoinen journ- 
alists in Cleveland's I'ii-k-Carter 
lldiel. tile noted: "We liave In-en 
jK'i'i'pteil in the hnsiness world in 
pr.ietii-e Init not in theory." 

"Oik* tli(>or\-," said Miss lla/ard. 
"i^ that (nu' of the i^reatest i-oinpli- 
iiieiits to lie paid a \\<irkiii'; woman 
is to he told that slu' tiiinks like a 
111,111. \s far as I'm i-onirriKMl, to 
Iiear these words would nu>aii to 
me that I had "lotten off tli(> track 
iiml onto a sidiinj someplace*, \fter 
all. what is so i^reat ahont trviii".! 
tu think like j inan^ The wooils are 
full of fi\(> o\-|oek sliadous, all 
thiiikiii'^ like niiMi. lookinu like meii. 
actfiii; like I1U-11. Who ii(>eds women 
{lisiiiLl iiiiitatioiis? " 

Tillinc her talk "Von Do Not 
N'retl a Hazor to Cut the Xhistnrd." 
Miss ll.i/ard, who was .Ailvertisini: 
Woman of th<> Vear in 1000. stress- 
eti; "In practii-e. I !)elieve. woiikmi 
w\]\ overcome career ohstach^s. lint 
thi'V u'iil not sui-i'ced l)\ (>inii!aliii<4 
nien. They will only siiic(>cil h\ 
!n'im; women, hy heiim ]>rond of 
Ix-mi; vvoinen, hy haiminii on to their 
frininiiiity in the face of all app.ir- 
demands to Ix* anvthinn els(\" 

"\\'oineii fiiction e\"cr\" hit as well 
an. men. hut they fimction in a dif- 
ferent w;iv. .\iu! it is this very dif- 
frrent-ness that makes thorn invaln- 
S[i>ie." she eoiu hided. 

Distaffers name eight 

Maruaret .Mary Kearnev. national 
]»residt*nt of .American Women in 
K;in}i<i and Television, has ajipoint- 
nl eiiiht wcniien to stT\e as chair- 
men of the oruani/ation's standinj; 
ixtnimittecs for the l9{).3-6-l season. 

Tlicy arc: Bylaws, l.orie .Molnar. 
cnntii 111 meat ions attornev. Wash- 
intttnn. D. C; Kli(;ihility. Kdna Sea- 
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lliall. WI'*M(, stati<ms. ( •rei-|i\ ille. 
S. (.'., Iiidiislrv iiiforiii.it loii. I'.itti 
Se.iriuhl. WTOI'. W.ishinntoii, I). 
(.'.. Mi'iiilM-rship. \'iri;iiii.i Miirr.iv. 
\\|,\(:-TV. \asi.vilir. \<.iiiiii.i- 
tioiis. M.irion Cornell. De.irliorii 
I'nhiii' .Siiiools. I'ii!)lieati(>iis. l-*.\e- 
lyii Colt*. Ceiieral I'oiuls Corp.. 
White I'laiiis. I'lihlu itv . C.ipp\ 
I'etr.ish. .MIC, Neu York, rnl.ii'e 
rel.itioiis. Mar\ .Mim'|)!i\. liordeii 
(-(>.. .\<'\\ Ymk, 

Media buyers in funnies 

If you're a ineilia l)iiy<T for .in 
advertisiiii; at;eiicy or i-oinpany .iiid 
ever li.iil aspirations of ap)>eariiii; 
ill a I'oinii- strip . . . now's your 
eliane(\ KCW. Portland. ()r<-.. 
lookiiii; for ("(fcH'tivt' ua\s of tli.ink- 
iiiH i-nsliMiiei's, has applied a i-ar- 
toon treatment to the old practice 
of iXTsonaii/ed apprei-ialion I'.irds. 
sa\s station manaiier I'at ('rafton. 

KCW i\ iisiiin four-panel cartoon 
strips to I'harai-tei i/.e tlw nu'ilia 
hnxi-r. time salesman, station man- 
ager, and "Happy" — the station's 
inasi-ot liass(>t lioniid — witii tsso 
scparat(> mailing piei-es Ix'iim iilil- 
i/ed depi'iidini: on \\hether the 
hiiyer is mali- or female. 

Ciaflon said tlu- hasii- st(»r\liiie 
and art remain the same in all the 
inailiim jiieces. w ith jiersonali/ation 
achio\cil ihroiiiih chaimt s in copy 
and eliaraiter idenlifie.ition. The 
"thank \'on" promotion, he adds, is 




Breaking out of the bunch 



Cliiq<iil.t l)r.ttnl Iian.ai.is )•< firvl ii.iIiihi.iI 
hraiiclint; t-flurl for L'liilitl Kr<iil. .ititl iitil- 
i/cN l.<ri:cvl l\ .111(1 iir« vp.ipcr Jtl c.tiif 
p.iii:ii in coi))p.in\\ lijvtorN. vi.i 
Clilipiit.i is-iiiK-tl firvt proiitiiit tu <• II) r.iilm 



ii.iscd Oh K(.\\'s (.iilooii .i(K<rtis- 
iiit; (Miiip.ii^ii (iiiriiit!\ rniiNiii^ in 
l'(n t l.iiid's d.iiiv iiiA\ sp.iix-rs, \lri \s- 
iiivi the thcinc "rill- Sl.iliiin wilii 
the ll.ippv I )ilfrri lit e." 

.\i:W .\C:K.\(.I1:S: Tw.. f<.rm. r 
Doyle D.me llernli.uli cM-i iil i\ i-s. 
Jerry .S;icli\ .uid .N'ornian Daiiolf. 
Iiavr liiriiii'd D.iiiolf \- S.kIis .it 
?mG Wiishirc Hhd. !.os Vnud.s. 
with iiiiti.il liilliii^s tol.iiiiii; .ironnil 
S.")(K),(KK). D.iiiolf ri sit;ii.-(! r. <(iill\ 
after four years .is president of tiie 
(^ahny Athcrtisinii a^i-iiey aiitl .liso 
was foriiu rix ^^itll D-D H in l.os 
,\iii;eles. Sachs formerK was direc- 
tor of media for D-D-M in liolli New 
^'ork and l.os \iii;eles hut most re- 
cently w.is with (^irsoii Holierls in 
l.os \ii«4eles as director of pl.ilis. 
\Heiie\'s initial aceoiiiit is llelinoiit 
Sasiii'^s \' i.o.iii \ssn. 

UM'OI.N TMK.Vr.S: Sontln rii Pa. k- 
inu ('o. ol li.illiinore to S. I'.. 7.ii- 
hrow. I'liil.idelplii.i. for frnil fla- 
vored \pplelierr\' S.iiiees . . I.oe- 
I'rop S.iles to l.aMiie iV (.'leseland 
. . . Toddy, chocolate drink in.ide 
l)\ the \'eiie/iie!a Tradiiiil Co.. and 
Hiifreriii in \'eiie/iiel.i to \'o\ .is- 
C>i\\\cll-Ken\(Mi \- I'ckliardt, ('..\t- 
acas . . . Delillhtforin I'oimdatii ms 
lo \Ier\ in and Jesse l.csine. Inc. 
. . . M.idson I'lnnineeriiiu and I'.nin 
Line Mamifactiiriii-i to I'lelclier. 
Wessel \- I'jirinht .\(Kertisiim . . . 
Steriim; Duplicator IVodiuts to 
NesMnan-Martiu . . . Paiuhiit (!orp. 
to Dimald L. Vreiuls . . I loneswell 
to ('ainphell-.Mitliiin for its Denser 
division, from Tool .iiid I'owler Vd- 
\ertisiiii; . . . I'hilip Morris assiuned 
its (Mark Cum (!o. division to l.co 
Burnett, from C.irdiier \dvertisiin; 

. . CommiTce Drm; Co.. ilie pro- 
priet.ir\ driitl division of Mar.idel 
i'rodiii Is. to Ted C.ottlielf .Vssoci.ites 
for I'l.iciii. a patented calin.ilive 
and sli-ejiini: aid .is.iilahle ssitlioiil 
prestription to the neiier.il pohlic 
. . . Ka\ Windsor. Inc. to .\Ier\in vV 
Jesse l.exine. Inc. . . , \I.i\ f.»ir-l .en- 
iio\ to Winius-lkaiulon . . . .Stan- 
hack Co . Ltd . to K'aslor llilltm 
Chesles Clifford .\therton for ill 
t\ .idv iTt isimi for its head.iche jviw - 
ders . . . rohchrome Cair]). to \lhert 
rrank-GiienlluT Law , . . Mli.mce 
Wehhinu. Marken Plastic Corji.. 
Blaiii(* I'loorinn. an<l Apsco Pnxl- 
ncts to I-aiyart \' Bosc .Adxerlisini;, 
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SPONSOR WEEK Advertisers and Agencies 



Los Angeles . . . X'itiitage Products 
to L. II. Liickoff for advertising on 
its watches . . . Gillette shaving 
products and Paper-Mate pens Jo 
McCiinn-Erickson for six countries 
of Central America, including Pan- 
ama . . , California Packing Co. to 
Fletcher Richards, Calkins & Hol- 
den, San Francisco, for its new Del 
Moiite carbonated beverage line. 
McCann-Erickson will continue to 
handle all other Calpak advertising. 

NEW PRODUCTS: The first pro- 
duction unit of RCA's new iv film 
recording system for transfer of tv 
images to 16nini. uKrtion picture 
film has been shipped to N'liK, 
Japan's largest tv network. The 
equipment is being asseniblt d for 
the production of syndicated film 
from t\' coverage of the 1964 Olym- 
pic games. The first unit for domes- 
tic use will be delivered ne.xt month 
to the Cathedral of Tomorrow, a 
uon-denoniinational church in Ak- 
ron which distributes religious pro- 
grams to tv stations . . . Three new 
products have been added to the 
items sold imder the Comstock 
Foods label, a division of Borden 
Co. They are Rice Pudding, Span- 
ish Rice Dinner, iind Creole St\le 
Macaroni. All three are canned 



foods that were previously avail- 
able in limited markets under the 
company's Menner's brand. 

FINANCIAL REPORT: Pabst 
Rrewing reported the largest si.x 
months sales in its history and a 
35% increase in net income for 
January-June 1963. Net income 
came to $3,513,808 or 75 cents per 
share, compared to $2,594,762 or 
.56 cents per share for the compar- 
able 1962 period. Net sales for the 
si.x months of 1963 totaled $99,7.35,- 
902, compared to $85,761,141. 

NEW QUARTERS: Henry J. Kauf- 
man & Associates moved 16 August 
into new headquarters in a new 
1)uilding overlooking the pictur- 
esque Chesapeake & Ohio Canal in 
the port section of old Georgetown, 
Washington. The fi\e-story struc- 
ture, named the Canal Building, 
is located at 1050 Thirty-first St., 
N.W. between the K Street express- 
way and \I Street . . . Richard K. 
ManofF moves 8 September to larger 
quarters in the newly-completed 
building at 845 Third Avenue, .New 
York. The new phone number is 
PLaza 2-8100. The entire seventh 
floor will be occupied b\ the agen- 



cy and a fully-equipped test kitchen 
has been designed to serve the 
agency's varied food accounts with 
facilities for product testing with 
consumers . . . Walsh Advertising 
of Los Angeles moved to new offi- 
ces at 9039 W, Pico Boulevard and 
added Steven Koffler, formerly with 
General Electric, as creative di- 
rector. 

MOVING: William Kelly to SSC6cB 
as associate account supervisor on 
Micrin Oral Antiseptic, product of 
Johnson 6c Johnson. 
George K. Frcdrichs to director of 
research of Earle Ludgin £c Co. 
Charles E. Wickard to vice presi- 
dent of Johnstone, Inc., women's in- 
terest subsidiary of Interpublic. 
Wallace J. Mackay resigning as ex- 
ecutive vice president of .Miller. 
Mackay, Iloeck £c Hartung in 
Seattle. 

Jack Daly to Tom Lowey 6c .\sso- 
ciates of Los Angeles as vice presi- 
dent and associate. 
Barney Rigney from McCann-Erick- 
son to account executive with Max 
W. Becker Advertising, Los An- 
geles. 

Stanley Rappeport to copy staff of 
Bobert A. Becker. 
Donald 11. Ilalscy elected presi- 
dent of Walker Saussy Ad\ertising. 
Carlton Malcolm, Jr., to vice presi- 
dent, Louis F. Jacob, Jr., to \ice 
president, marketing, and Ilortensc 
R. Callaway to secretary and treas- 
urer. Tucker Wayne. 
Jack Tanzer to president and gen- 
eral manager of Robert Advertising 
.\gene\'. 

William II. Bender, former .senior 
account snper\isor for Alberto- 
Cuher at BBDO, Chicago, to ac- 
count group supervisor, and Thomas 
l\. Snnth, formerb- with C()m()ton, 
to as.sociate marketing, Mae.Manu.s, 
John 6c Adams, Chicago. 
John J. Manning to director of mar- 
ket res(>arcb and media at Perry- 
Brown, Cincinnati. 
Norman Gorbaty and Gene Schinto 
to Nice presidents of Benton 6c 
Bowles. 

David Campbell-Harris and Nieki- 
tas M. GrisiK)s to co-managers of 
the I. Walter Thompson office in 
Milan. 
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Sealy signs for 10th year on Hub outlet 

l.iiokiin; nil .IS I V Wilier (Cfiiti-r^, ili.iii iii.iii tif S«mI\ \l.iHri-ss Nmlli- 
iMst. M«iis loiilr.ut for spoiiMirsliiir nl "[..iti- Wr.illnr" mi Jiiistcin'. 
\\ N I .irr station v.p. lom it.ili soii ( 1 i .ind iiii tcorilloiiKl l'rf<l 
W.ird. M.irkini; Sciili j's lOtli M'.ir nl cvdiisivc .i(l\ ■•rlisiiiC "U W N.\()-'l'\ 
iMiiip.iiini lumiis 1"> .Siplniilur .iml uill prniiinli- I'os|iiri'|)c<lu Iir.nid. 
I'.irliT iS Skiiiiii r is .ii;riii> 



S;iinli Miitclikiss to NiMiior toin- 
writri' at Sinitli C^n-t'iilaiul. 
Vliinii) Shore to ('rcsli \' K'Taiun 
as \ icv prfsidnit and crt-atiM" di- 

H'Ctoi . 

Hohort W. Hrooks. lorDu r assistant 
saK's and advcrtisinij ni.numi-r for 
tin- Chicai:o di\isi()n of Nalion.il 
Tim, to r\)oto. Com- 6: Holdini; as 
iiuTclunidisin^ supervisor. 
IVtcr I'raod to prodnctioii .supervi- 
sor to I'oote. ('one 6: Heldii)':. Los 
.\uneles. 

Rowen.i l'f;irl to nu'dia director and 
operations coordinator at I'orwell 
Ci.nnpi I'eldinaii. 

Mitdiell to sales nianasier of 
LeliM \- Tinls division of lAF Prod- 
ucts C'orp. 

Tlionias \\. Keu)n) to director of r»'- 
se.ircli of C;. |. LaHodie. 
Donald J. Dolen, ereatisc director 
for tin- D»-tr()it olfice of Youoi: 6c 
Riibicain. elected a \ ice pr»'sident. 
Hohert N. Thurston to director, puh- 
lic air.iirs. of Mead Jahosou. 
llicljard P. .Mooloy to account ex- 
ecutive in the Detroit olfice of 
Youii^ isc ihihic;uu. 
C;iti)crioo ll;u)dlc> to copyvvrilioi; 
staff of Riedl c\- I'reede. 
J;)n)cs Kerr lo tlu' puliiic rd.itions 
dep.irfinent of OCS^cS. 
\\':irrco Uryan, tv jiroduction super- 
visor, elected a vice president of 
SSCt\-M. 

WilliiiiH J. Jacohs .uul Richard 1', 
Shes<;rc'cn to the creative staff of 
D. P. Hrother. 

Larry O. I'uhuif nioveil to the new 
post of n.itional sales planninc; 
ni.m.n;er of the frozen foods divi- 
sion of Pet Milk Co. 



.\otlrevv Jenkins to v ice president 
and cri-ative director, John H. ("ur- 
ric", Jr., to asscK'iatc cri-ativi' direc- 
tor, .ind Uohcrt .McDonnell to sen- 
ior art director, all at Priteliard. 
Uoixl. 

fU'rnard IL \lereo)s to senior v ice 
president and N'cra lla,nj;erty and 
I'^rcderic J. .Scidiu'r lo vice presi- 



drnts ol 'Mi>- Puhlii Hi-I.itions 
liM.ird 

jiiseiih IL (!.irii In fvttillivi- V i( < 
pu siili iif ,nul j. W'isliv lUislierj; lo 
IriMsnn r of HihIuii \dvrrlisiMi; 
janu-s J. Drain, treative dtreclnr ol 
iMHitr, (!oiie fv" Itrldnu^. (i.ili.ld.i 
rici led .1 V ice pli'sidenl 
Howard II. lilooiu<|iiist. M. \\ 
Itoliin, .ind I lioiiias S. 'I lionipson 
to V it !• presidi nts of ( leiier.il l-'uods 
Konald W. Mansdoerfer lo in.iii- 
.iljer s.iles |)roinoti<iii for frozen 
Inods .iiid speci.il pnidncls C.uop- 
heli Sdiip V.n. 

I'anI liolli to .issisl.iiit rrscircli di- 
rector for uiedi.i and cc-onoiine re- 
st-. in li of k'cuvoii I'.ckli.irdt. 
Prutleiice Kent to vice |)resident of 
( In-sli *i ICr. liner. 

William I"'. Jasinski' to iiictlia din c - 
tor lor Kirclier, Helton 6r Collett. 
\lerl Hlooin to Lavvrenci' (ann- 
hiiioer ,is r.idio ,ind tv |)r<tilnci'r 
John \'. Doylt" In senior v ici- ))rcsi- 
deiit, James (,". .N'ohle to sl.iif assist- 
ant to Dov le, and Uoss ('. Morgan 
to account supervisor on CU-iicr.iI 
Motors .iccount at C'ainjihell- 
{•Avald 



The effect wns cJram.Ttic. .-V strong N'HC outlet became 
.Til-powerful. The second station became the first. 

NVhat happened? A new 1.52.'{-foot tower h.Tpponed. 
to repl.ice the old 019-foot tower. A new tr.insmitter 
happened. A new $100,000 Ti-leniobile h.ippened. New 
tape facilities happened. An enlarged studio buildinc 
h.ippened. 

The c.ill letters arc W'lTN-TV, Channel 7. SBC for 
the \V.ishii)>rton-{;repiiville ni.Trkot. 

The facts .ti'c these: AliU* now reports n r?<>..5''. 
increase in WITN-TV nblo-lo-recoive television homes 
in a two year period. A 4 1. ;'.'"< increase in nel-weekly- 
circul.-ition total homes. A I'r increase in averatre- 
dailv-net -circulation total hon\es. 

IT'S AS IF A NEW VHF STA TION 
WENT ON THE AIR IN 
EASTERN NORTH CAROLINA 

And this: 

NET WEKKLY riUm.ATION' 

WIT.V-TV UU.fiOO IIOMKS 

STATIO.V Z- Is.S.lOO IIO.ME.S 
AHLE TO RECEIVE 

WITX.TV 2ir..000 IIO.MES 

STATIO.V 7. IW.OOO HOMES 




STUDIOS Aso orricfs at »*shi.scton. h. c. 
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SPONSOR WEEK | Networks 

Webs' first-half ledger looks good 



CHS TV paced tlie other net- 
works in dollar Rains during the 
year's first six months, resulting in 
a three-web tally of $411,165,900, 
an increase of 6^c o\er the six- 
month total of $387 772,600 in 1962. 
The gross time hillings fignres com- 
piled hy LXA-liAR and released by 
Tv'IJ, also showed a healthy increase 
in June over the same month last 
year, with billings up 5.1% to $67,- 
0()3.(K)(). 

The network breakdown for Jan- 
uary through June: AliC TV $109,- 
175,100, up 8.4% from 1962's $100,- 
690,300; CBS T\' $157,909,100, an 
increase of 5.7% over 1962's $149.- 
443,600, and NBC TV $144,081,700, 
a gain of 4.7% o\ er $137,638,700. 
ABC also registered the largest per- 
centage increase in billings for the 
month of June, going from $16,031,- 
3(X) in June 1962 to $17,180,800 this 
June, up 7.2%. CBS billings last 
June were $25.08 1,5(K) and rose 
6.6% to $26,749,100 this June, while 
NBC rose 2.1% from $22,609,600 
to $23,073,100. 

Looked at by day parts, daytime 
continues (o take bigger chunks of 
the increases in network tv billings. 



Daytime billings rose 8.8% this 
June over last, increased by 14% 
for the first half of the year to 
$137,738,500 as compared with 
$120,780,3(K) last year. Most of the 
increase comes from Saturday-Sun- 
day daytime billings which for June 
rose a whopping 52.6% over the 
like month of 1962, $5,318,000 
against $3,485,700, and for the Jan- 
narv-Jnne period rose 32.1% to 
$27',886,80() from $21,109,300. 
Nighttime billings, still the biggest 
slice, rose 3.6% in June lo $46,- 
()3t,()()() from $44,453,100. Xight- 
time billings for the six-month per- 
iod were $273,427,400, up 2.4% 
o\-er 1962's $266,992,300. 

SALES: Exquisite Form Industries 
(Papcrt, Koenig, Lois) bows on 
ABC TV with a heavy fall cam- 
paign including participations on 
]eny Lewis and Jimutij Dean and 
a daytime scatter plan . . . Eastman 
Kodak (JWT) will sponsor the 90- 
minute pre-Christmas tv special 
dealing with Cecil B. DcMille on 
XBC T\' 1 December at 8:30 p.m., 
entitled Tlie World's Greatest Slioio- 
inan . . . David Wolper's Uolhjicood 



and the Stars, new fall scries start- 
ing on NBC TV 30 September 
(9;3()-l() p.m.),'will be sponsored by 
Purex (E. H. Weiss) and Timt^x 
(Warwick & Legler) . . . ABC Ra- 
dio's On the Line with Boh Con- 
sidine renewed for 52 weeks by 
Mutual of Omaba Insurance (Bozell 
& Jacobs), marking 13th eonsecu 
tive year of association between 
sponsor and Considine. 

ON LOCATION: Following the 
opening of the New York World's 
Fair on 22 April 1964, NBC TV 
Today show will present a hal 
hour segment of the program from 
the Fair each week during the 
1964 season, e.Kpected to run 
through 18 October. Today will 
\'isit a different location each week 
in order to bring viewers the most 
interesting elements from tlie Fair's 
many exhibits. 

PROGRAM NOTES: A new chil- 
dren's series. Do Yott Know? featur- 
ing youngsters in quest ion-and-an- 
swer sessions based on selected 
books each week, will premiere 12 
October (12:30-1 p.m.) on CBS TV 
. . . The concluding rounds of the 
National S;ng/cs Tennis Champion- 
ships at the \\'est Side Tennis Club 
in Forest Hills will be covered by 
NBC T\' and Radio on 7 and 8 Sep- 
tember. 2-4:30 p.m. This will be the 
12th con.sccutive \ car that NBC T\' 
is covering the event. NBC Radio's 
Monitor w ill cover the tourney with 
a scries of five-minute broadcasts 
each day . . . Piirex Presents Lisa 
Howard and Xews, with the Wom- 
an's Touch, a weekday news report, 
bows on ABC TV 9 September, 
2:55-3 p.m. The five-day-a-week 
series marks the debut of Purcx 
Corp. as a network tv sponsor on a 
regularly scheduled program and 
on a full-time basis ... A children's 
the:itre series of four full-hour spe- 
cial programs in color will be tele- 
cast on NBC T\' during the 1963-64 
season aimed principally at chil- 
dren in the first and second grades 
of school. Involved are a musical 
drama with one live actor and cast 
of puppets, an orchestral program, 
4-1 trioDU one-act pla\ s. and a modem 
musical fantas) . . . Milton Cross' 
Klhtiin, ;i new program featuring 




Another good deed for 'Dennis the Menace' 

CI5S 'lA^'s Jay ( Dciuiis llic Mriiacr) Xorlli narrates acli\ il\' at UinRting 
Uro-i. aiul nariimn & Bailey Circus porforiiiancc for -KKl xoiincNlcr.-i from 
'I'lio l-'oiiixlatinii for llip Junior Blind receiill)- at l,os Angeles. AssisliiiR 
iirr Wiiiky Uilcy (I) ami Kris HrrKinan, Foiiiulatini) cnuiisclors eamp 
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Bristol-Myers gives birth to triplets 

I liri i- in.i)iir IhmIiIi .mil ln';iiit\ prcn.ir.ilitms an- lu iin; l.iiim linl viiiiiil- 
l.iiK'iiiivU liv llrM<il-\t>i r\ i'rotltiLU Div., witli iiiiilti-iiiillii>n ilitll.ir 

l<i tn.ikc lAtiiiMxr iiM" iif iii-lwiirk t\. llinxiin; ii.itinii.illx witl. 
of 15 OitoliiT. tlii-v .ire Stiftii|iir IkmiiIv h.illi ml. U.in Crc.iiii ilriHlnr.iiit. 
StToro cliMr iTc.iiii li.iir prrpar.iliim for iiini 



cl.is.sii-;il iiui.sic ;iiul scifi-tiniis from 
optTas, si. iris on AHC K.i(li<i as a 
Siiiulay iu()niiii<; siistaiiiiiiK fc;itiir(< 
slarlinij 1 Soplfiuhcr . . . I'.dncw alcr 
Pri)(liicli(ms anil rnilcil Artists 'IV'ic- 
visioii will co-pro(lncv a lijlf-lidiir 
pilot film for based upon the 

n<)\cl "I'iotuH r, Co Home" 1)> Hicii- 
ard l'o\M'll . . . Sid Cofsar (iiul Edic 
Adams I'ni^i tlicr. a oiu'-hoiir lom- 
cd\ ;uid music s[>i'c ial lo iiitrodncr 
till' lU'w fall shows of tlif two stars, 
will he prcsonti-d 19 Sfpti'inhfr at 
10 p.m. on AHC ']\'. Slum will lie 
.spon.sort'd !)>• Diitcii Masters Cijiars 
(Caesar's sjionsor) and Mnriel ( i- 
gars (.\liss .Vdams' sponsor), hotli 
divisions of Cronsolidat(*d Cai^ar 
Corp. . . . Marhara Stanwyck will 
star with Jaekie Cooper in his new 
series now heini: prepared I )y Jackie 
Cooper I'rotlnctions in its first joint 
ventnre with L'nited Artists Tele- 
vision for the ens TV IfKil-fi.) 
season. The series, \et untitled, 
is based npon the hinu.ni interest 
problems of the eoniity agents of 
the DeiJ.irtnient of .Viirieiiltine. 
Merle .Miller is conipletinjj the 
script for the samiile film with .i 
south-west locale; sb<n)tim: will be- 
gin in Septeniln'r . . . I'ronr.miinii 
dep.irtnre in the form of a fX)- 
niinntc weekly comedy series. W 
Brisiul Court, is under joint devol- 
upment with llevne I'rotlnctions for 
the 1961-05 .se.i.stm on NHC-T\'. 
Kaeli ejiisode will consist of three 



.'^O-minnte sitn.ilion comedies, each 
conipK'le in itself bill inlerlwiiied 
willi tlu' other two tliron<.^li a com- 
inoir locale — a bungalow court in 
(^alib)niia. 

OX THI-: llOAl): Mitch .Miller and 
his sac '\'\' Sin>^ Aloui; CJan-.;. ha\ e 
circU'd the itKnitb ol Si-ptember <in 



the e.ilend.ir I'lT llir first linn the 
< .1st of Siii^' .\/(in" 1/ if'i \litili will 
iil.ikc .1 |)ersoii.il ,q ip( ,u .nil I- lnur 
outside New ^ oi k ( il\ .is .i uroinv 
I lie (.ist l.iki's to iIk- lo.id 7 St p- 
ti-inber foi Mitch's liniiii.' Inwii of 
ItiK In sti l' TbiA H'tinii 111 \i w 
^ork lor tlio lollnwni'.; wick ,ind 
then set out on the iii.i|<ir poitinii of 
the 1 J-('jt\ eoiK I rt tniii w liu h 
stretclii's from Diioer ■<■ boston 



.VI rii.i \ ri:s: \\ jitn. lus- 

c.lloos.i, kltl.(.' I.ewisloii Id.i , .111(1 
W I.Oll. I'riiio ton, W \ .1 to (.liS 
Itadio lineup. 



.\I()\'I.\C: .Siiin .Saran, business 
news editor and news coinineiit.i- 
tor for NbC iir (iliie.mti, n.imed 
director ol Nortliwestcrii l'iii\i-r- 
sit\'s new piihlic rel.itioiis dciLirt- 
nient. Mar\ Worth Warren to 
i-eiiti\e .issist.nil <if the W'.islnnntnii 
News biire.ni of the ow iieil tv 

St. it ions. 

.Adrian .Samish to eomiiu ri i.il pro- 
ducer bir UK: T\"s Thr jtrry 
l^cu i.s Sluiir. Dean lielireiid lnm.in- 
aijer. sales propos.iK, s.dcs pl.m- 
ninu deparlinent. N HC 'lA'. snc- 
ceetlim; Honald J. I'ollock who re- 
sinned. 



front ///i^'c/cs Inti'iimtioiuil Airport 
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* lit Jlii:liis. '. (■> iiiiii'iinii ! 

* l.rcry jlifilil yef -/lo/i e; n/ .' 
//«•//' rn/) * I .iuvrsi Ijri-iirup! riiiiiiil Inp jitii''. 



I i( // 
1/ 1) 

not Ml 



l''i>r i i-->'r\ .itixii- c .dl I b' .">- 1 I .H in 
I Viiu''!' - "r \"iir tr.iNrI ,ii;i-iit. 
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SPONSOR WEEK | Stations and Syndication 

Spots to sell religion undergo tests 



Helij^ioiis clcnoininations arc j^o- 
in<4 commercial — literalK' — in their 
efforts to sell "Tfic Word" to back- 
sliders and latitndinarians. Tlie fat- 
cst nio\ es invofve the liiring of pro- 
fessional advertising agencies to 
prepare conimereiul radio spots for 
two separate denominations. 

The United Prcshvlerian Chinch, 
U.S.A., set a test campaign \ ia hnm- 
orist Stan Freberg, and Mennonite 
15roadcasts. inc., had one prepared 
by Henry J. Kaufman dv- Associates, 
\\'ashin<j;ton, D.C. In the latter case 
research is to he conducted prix)r to 
and following the spots to "measure 
the awareness attitudes toward a. 
selected, hasic Christian truth of 
men between 18 and 40." 

I'reberg's campaign consists of 
three one-minute jingles with a two- 
week test of each beginning today 
(26) on five St. Louis stations, plan- 
ned for SO-to-100 airings each week. 
If the controversial experiment is suc- 



cessful in reaching non-church peo- 
ple, says the Rev. Charles Hrackbill, 
interim executive director of the 
denomination, it is hoped that more 
material of the same kind will be 
produced. 

One of the spots, in part, states: 
"Doesn't it get a little lonch' some- 
times Out on that lijnb without 
Him?' Why try and go it alone? 
The blessings you lo.se may be x'wur 
own." 

Staff members of the denomina- 
tion's Division of Hadio and Tv sa\ 
tke\' have alreadx' received com- 
plaints from church people who 
have heard about the project, and 
Mv. Brackbill notes that "we have 
become a 'cause' to be properly and 
indignantly 'anti' about." But he 
adds: "We must find some wax' to 
break through to the thinking ap- 
paratus of niodern man xvho lixes 
(piite comfortably xvitJiout Cod. We 
hope our experiment will not offend 



church members, but \x e'rc not after 
them." 

Pointing Qi;t that the Presby- 
terians bopc to get into the main 
stream of modern radio with the 
Freberg material, Mr. Brackbill 
noted that "if you really want to 
reach ('outsiders') xou have to de- 
vise some vehicle that captures their 
attention, talks their langunge, and 
sax s something thex 're interested in. 
We think we have done it in the 
Freberg spots." 

A professional research firili will 
ex-aluatc the reactions of the public 
to the si.\-xx eck test. 

The Mennonite campaign in- 
volves txvo test markets — neither of 
xvhich have Mennonite churches — 
with one todax' entering its second 
week of a six-month drive and the 
other due to air nine xvceks begin- 
ning 8 September. The current spots 
consist of one-minute sermoncttes 
prepared by the Mcnnonites and 
delivered by a member of the Men- 
nonite church once a da\' on each 
of Four stations. The coming spots, 
each 30 seconds, xx ere prepared by 
the Kaufman agencx- and are sched- 
uled for 120 airings per xvecW on 
three stations. 

A t\'^5ical agencx- spot calls for 
delixery as folloxvs: Young but ma- 
ture, highlv enthusiastic male xoice 
— "Mx- children lox e life," saxs the 
x oung father. 

Hound vibrant xoice, sincere in 
sound and pitch — I Gix e life, says 
Jesus Christ. ( Echo Chamber ) "I 
came that thex' max- haxe life and 
liaxe it abundantly." 

Selling xoice. xaiied in pitch, 
range, and tempo — Help your chil- 
dren to lix e a new xvax' — lix c abund- 
antlx- — really lixe! Teach thcni to 
take the gift of nexv life that only 
Christ can gixe. Take Him, too. He 
forgix-es sins. He leads to ncxv un- 
derstanding and enjoyment of life. 
Don't keep Him xvaiting any longer! 
Don't let your children miss out! 

Ex-aluating tht Mennonite cam- 
paign xxill be the firm of Walter 
Cerson &• .Associates, xvhieh has re- 
searchers conducting iiiterx iexvs pri- 
or to release of the broadcasts and 
xvill hax'e them out again imn)i'di- 
ately folloxxing completion of the 
tests in each of the markets to deter- 
mine axx'areness ol the basic theme. 




Chicago stations are really good scouts 

Trying out caiiipiiin (•(iiiipnjfiit ni.icle ax'.iil.ii)lo In- Hrondi'.i.stcrs Comiiiit- 
t<T for Scoutiiip, recently formed in coopcr.ition x\'itli tlic Chicago Aroa 
Cojiiicil by \VnHM-T\', U HK'H. W'CKl,, WCS-TV, W'CS, WIXD, 
W'LS, and W XHQ arc Michael Allen (I), 12, and hrothcr. I^anicl, 
14. K(iiiipni< lit is piuilcjl for u.<.c needy inn'ts within the area 
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RATE CHANGES 

KRGV TV. WeslaCO. Tex.: N.-u rat.- S'M't Jxt .•M-nin^: liom. rl- 
f('( li\(' 1 I )c< riiilicr. I'm iiicr rali 

WALB-TV AH)any. Ga.: NCw ratt- S17o per .•vcninn liDiir. i lTri-. 
livr I Dcft'iiilxT. I'liiiiifi rule Sll^."*. 

KBLL-TV. Helena. Mon.: N.-w lalr S.>() |><^l cvcninn liom. i-f- 
fcflivc I Janiraiv. Koriiirr rali- no fliarf;i'. 

WLUC-TV. Marquette, Mich.: N.-w raic S'.wo pfi cviMiiu}; lumr. 

clTt'ftivr I.') Di-cfiiilicr. I'driiu-r ralf $270. 

WTHI-TV. Terre Haute. Ind.: New raU- S(>2:> |>«t I'v.-niii}; lionr. 
cITc'ctivt' !•> n<'( Cml)('r. I niiiicr iat«' S.")7.>. 

KELO-TV. Sioux Falls, S. D.: N.-u- rate S«7.> per . vniinj; Inmi. 
«'ITi"(|i\t' ]r> DiTcinlxT. I'oniu'r rate St?^.). 

WJBF, Augusta, Ga.: NCu ralc 867.1 per cvciiinj; licnn. clTi'divf 
I Jatiiiarvt I'di incr rali' S(>1M). 

KNBC, Los Angeles, Cal.: Ncu raU- $1,600 per I'xniiii}; lioiii. 
Ictlivi- I Jaiiiiaiv. I'oirnci rate $l,-l.>(). 



.\ tliiicl stmly w ill l)i> imcli'vtakcn si\ 
inonfh.s' aftiT the U'st nul. 

Dr. lliMir\- W'lMviT. chairman of 
Tin- .Miniitr Pronrain Cominittci" of 
.Mi-niionitt' liroaclcnsts. Inc., said: 
"\W thcsv nu-ans, \vc hope Id learn 
till* lasfinj; cfTccfs of our cfTorLs. \\'c 
shall hi- ahic fo contrast tin- cfFcc- 
tivcni'ss of onc-nn'nntc si-nnonctfc 
sivits \s. 30-sccon(l promotional 
s|>ots. and learn something, too. 
ahoiit how to roach those whom tlic 
usual rdiyious program ilocs not 
touch." 

Two giants join NAB 

In what m.iv he inulcrstatcclK 
callctl a hanncr week-, the X.Ml 
swelled ils ranks with tlic addition 
of two of hroadcastinn's liiggest — 
Metromedia and Kk'O General. As 
HKO General Broadcast inj; presi- 
dent Hathaway W'at.son noted, a 
tii;htl\- knit industry orpanization 
can "weather any adverse action 
from any <piarter." 

Motnnnedia, which owns and op- 
erates 12 radio ami .se\eu tv sta- 
tions, in addition to outdoor ad\cr- 
tisinn and entertainment, In^comes 
an active niendx'r on 1 Septeniher. 
HKO, with fi\c t\- and II radio 
o&o's is afliliatini; with .\.\H ini- 
niedialelv. 



'Mormon Land' promotion 
taken on road by KSL-TV 

.•\ new presentation titled ".Mor- 
Mion Land" was shown to .N'l-w York 
hnxersin k'.SL-TV( Salt Lake City ) 
i'\ecs last week in a series of lunch- 
eon mi'etinns at the offices of I'eters. 
Griffin, Woodward, national reps. 
The CIIS affiliate's slide stor\' — the 
outlet's first jiresentation — pointeiil 
out that Salt Lake City f.nnilies are 
larger, youniter, have hij;her in- 
c(5nies. and are well edncated: th.it 
the market, rated .5()th l>y is 
e\|H>riencin'.i a population eviilosion 
and a building hoom. 

Owned aiul operatetl h\ the .Mor- 
mon Church, the station heams its 
signal li> an area where '2" of the 
peoi^le .ire .\h)rmon: tii-s in hea\iK 
with church activities. The .Mornmn 
influencv causes certain market 
lU'Culiarities For instance. as<i result 
of tlie church's h,ui on alcoholic 
heNt-rages for its menihership. tin* 
aNi-ragi- candy consumption is tw ice 
that of the national .i\erage, sod.i 
consinuption is also al)o\e (ivcr.ii;e. 
The present.ition states th.it o\t'r 
'i{f{ of all local tv adxertising is 
placed on FCSL-T\'. 

.N.itioii.il s.dcs man.iger Kenneth 
1 1. Itch, and tlirector of s.iles ile\cl- 
oijuieut Curt Curtis ,ire presenting 



lln tu.irki-l st(ii\ ui St L<iius ti«l.i\ 
Jfi), will lie siiouing It to l)ii\«rs 
Ml Ciui.iuo liic- ii.d.iucf ot llir wi ck 
.nul i-\pi-ct to Ii,iM-i to S.Mi I'r.ni- 
( isco ,n)d Los \ngi-ii-s siiorli\ (or 
siiow nigs tlieriv 

Mousekoteers all ears as 
their club hits radio 

In J.icksonv die, the Moiisrk.iIc-iT 
h.it with till* liig e.irs is ,i (oinniou 
siuht. and all hee.nisi- W d ) 

Hill Greenwood i;,i\e somh- serious 
thought fo 4i not so-si-rioiis rpup 
I li re's liow it h,ip]viii-d . 

.\notlier station d.j.. (.cori;!- ( ro- 
well. who preci-di-s (ireenwoiKl on 
till- air. jokinglv ri'lerred to his col- 
ic. igni-'s sh(»w .IS .1 "\lickr\ \lousi- 
.iffdir." The enterprising Grei-ii- 
\Kood switclii'd his theme song to 
the "\fitkiy \lous«.- ("luh NLirch" 
and identified liimscir ,is e\iT\- 
l)od\'s "\lousek.il)iiild\ ." W'.dl Dis- 
ney s e.irs perked u|> w In ii he lii'.ird 
of till' |)rogr.iiii .uid lu- ipiii kl\ g.i\c 
his offici.il s.inetiou .uid supplied 
mnnhership c.irds. Omt S.(KK) were 



JACKSON . MISSISSIPPI 



OVER 
350,000 
TV HOMES 



OVER VA 
BILLION 
DOLLAR 

CONSUMER 
INCOME 



ufils n.' 

JACKSON. MISSISSIPPI 



31 



SPONSOR WEEK Stations and Syndication 




Good Guys find Bunnies too lively 

W'MCA's Joe O'Brien niainlains composure while wiping perspiration 
from star Hunii)' pitcher Cliina Lee with a cottontail, after Playboy 
]?nnnics topped W'MCA "Good Guys," 7-6, in Broadway Show League 
Kamc at Central Park. "Guvs" record is 0-2 in Softball competition 



scoopt-d up in less tlinn two wot-ks. 
Not forgcttinsi llio commereial pos- 
sihiiitios of the Mickey Mouse Ciul) 
of radio, the station got one of Jaek- 
son\ illr's largest departni(Mit stores 
to sponsor a Mickey Mouse Club 
llootennany and fashion show, 
wliicli drew 724 people while a 
similar e\ ('iit last year drew onlv 97 
peojile. Another downtown store 
distributed 283 Mickey Mouse Jiats 
in less than one hour during a rain- 
storm. Hetjuests for sjiots on Hill 
Greenwood's show and for his en- 
dorsement of products are ponrjng 
in daily. 

Air civil rights series 

All 12 tv and radio stations of 
l{KO General Broadcasting will 
clear time for a continuing sympos- 
iiun called lit Search of a Solution: 
Civil Rights. According to l\KO 
General liroadcasting president 
JIathaw ay Watson, the project .seeks 
to express the individual ideas of 
national and local leaders on how 
best to resoKe the eix il rights crisis 
peaeefull) aiid justly. 

l\KO has stations in New York, 
Los Angeles, San Francisco, Boston, 
Detroit, Washington, and Memphis. 
Airing began in New York on WOH- 
TV last week (19), with Gov. 
Nelson Uoekefellcr expressing his 
ideas. His views were repeated on' 
four other days during the week. 
Several leaders have already re- 
corded their \iews and aeecptanees 
have been received from many 
others. 

Happy birthday WWJ 

The world's first radio station 
celebrated its 1.3rd aimi\ ersary last 
week. Original])' ecjnipcd with a 
DcKorest "Hadiopbonc " Model OT- 
10, with a transmitter rating of 20 
watts, WWJ, Detroit, presented its 
first broadcast to a lew hundred 
"ham" operators who had home- 
made receivers lo extract the 
"magic" from (he air. A three-man 
crew air(Hl (be station's first pro- 
gram on 20 August 1920. I'ollowing 
an opeiuug annoinic(>m(>nt, (wo 
phonograi)h records were plased 
and the program ended with "taps" 
jicrformed by a uicmlM-r of The 
Detroit \'ews a(i\ertising (lejjart- 
ment. lOIcvcn days later, \\ \\ J 



transmitted the world's fir.st radio 
newscast with local, state, and con- 
gressional election returns, pins 
general news bulletins. From that 
single "radio phone room" in The 
News building, the stations studios 
ha\c grown until they now occupy 
a fi\e-story structure on Lala\ettc 
.Avenue. 

STATIONS 

GHANGING HANDS: KTOP (AM 
\- FM), Toi)i>ka, sold by Bailey Av- 
ion to Publishing l"'i)ti>ri)rises for 
$25(),()(K) i)lus a $50,000 consultancy 
and iiow-eomijlclc agreement. John 
P. Harris, president of (he purchas- 
ing comi)any, controls KlUL, Cm- 
den Gity, Kan., KBUB. Burlington, 
and K.NICD, Fairfield, both la. Sale 
was handled by l"3dwin Tornberg 6c 
Go. . . . Du-Art Film Laboratories 
apjilicd to the I'GG for appro\al of 
its iiurchase ol WOLlv'IA', Agiia- 
dilla, Puerto Bieo. 



SEW GALL LETTEHS: WJFM, 
Grand Kapids, is new designation 
for NVJEF (FM). 

PUBLIC SEHVICE: New York 
State Broadcasters Assn. lias named 
Stephen B. Labunski, vice president 
and general manager of NN'MGA, 
New York, as chairman of a new 
Special Project connnittce. Working 
with him will be Joe Cook, WCBS, 
New York; Daniel Gernran, WKT\', 
Utica; Herbert .Mendelsohn, 
WKBW, Buffalo; and Walter A. 
Schwartz, WABG, New York. The 
committee will investigate and 
reeonuuend to the NYSBA board of 
dir(>etors various types of jjrogranis 
and activities which the as.soeiation 
nught undertake to perforni state- 
wide public .service. 

SALES: Hastings .Manufacturing 
Co. will s])()nsor the five-nu'nute 
Hill Sicin S))Oits program heard 
Monday through Fridiiy from 5:30 



52 



SPONSOR 2() \i r.rsT 1963 



on \liitii.il Uro.ulr.istiim S\Nt<'m. 
I'riulirrI iinolxrcl is (J-isitc, .in oil 
;i(l(liti\<' . . . ()(ic .\/i(rrWc Acrcv Hr- 
port, pr.-scirt.nl I.V Wi'lX ('\'V\ 
Svw \i>ik. at S:5S p.m. aiul ti.-.'S 
p.m. ifiicwi'd lor ">2 wcfks li\ dull 
Oil . . . KIU).\'-'I \', San I'r.iiiiiMO. 
.sold Sw/MTCi/;' to Mcmrii Toy and 
also .siniwil .Vriiistrcnii; Tin' and 
Kiihhcr lor a saturation (-ainpaiuii, 
and a .spot i-anipaii;n lor lintlcrniit 
Bread ... In a otic-wcck period 
KC.nS. I. OS .Vnneles, set a total of 
13 new local and tialioiKfl acvottuts, 
ineiiidin'4 (llirjsler Dealers of Sii. 
Calif.. Tidewater Oil, and AHC TV 
. . . I''ootl>all hi'oaik'asts of tlie I'ni- 
\i'rsit\ of (.alifornia tc.nn will he 
eo-sporisiMcd this .season on KSI'O,: 
San I'Vaneiseo, b_\' Trans-Hay I'ed- 
cr;d Sa\ini;s iV Loan Assn. 

I'UOCKAM .\()Ti:S: Charles Neal, 
nati(niall\' known eeonciniist and 
syndiealed eolnninisi, will report 
linsiness. financial, uud consnnier 
news on the new lK)-rninnte The 
lii'i Scirs show that preniii'rcs on 
KNXr, Los Angeles. 2 SeptiMnher 
. . Hy special arranm-nicnt with 
HHC TV l-aiterpri.ses. KI'IX (TN'), 
San I'ranciseo, is pn-sentinii a .si\- 
l)art .serial called .Vo W'inith (or the 
Ccnrral. Id Aii.unst throni^li 31 
Annnst (7-7:30 p.m.). The show ;s 
a psycliolonical mystery and will he 
spon.sorcd on a participatinij hasis. 

KXI'ANDINC: WTVT, T;.miSa. is 
opening a stndio in downtown St. 
IVtershiM'.;. with the first li\i* tele- 
cast Ironi the new location in Jhe 
First l'"ederal Ijinldiiii; at Central 
A\cnne ;md I'nnrth Street sched- 
nlcd for 20 Anj;nst. The niox e 
in.ikes \\'r\"r tlie first T.inip:i Ha\ 
station to lia\c liw t\- facilities in 
lH)th Tampa and St. I'etershnrv; 
with the capahilitx- of inst.mtan- 
eonsly tr;insmittin'4 inhtrniation 
from hotli communities . . . Ameri- 
can Uesearih Hiireaii extending 
its local market t\- ;iii(lience nie;is- 
nrcment serx k c into I'nerto Uico. 
It will offer the reports ;is a part 
of its local market scrxice h>r 
the l!)0.)-fil siMsoM. A.s an ont- 
l^rowth of prc\ions spcci;d .stndies 
in the market, .\|{M's pLins now iii- 
chule two t\- jn,irket reports for 
San Jn;m dnrinij the l!)f)3-f)l hroad- 
cast year. Hoth surxcys will rnn 
concnrrcntl)- with AKBs standard 
Nationwide Sweep Surveys in the 
U S. which arc cojidncted in .\o- 



xemlx-r and March. I).rl,i In lie pro 
\ ided III the .Saji ju.in re|'i(irl w ill l>e 
1i.is<hI on the sl.uid.nd met ropiilil .ni 
statistie.d ,u<M .Is d( luK-d l>\ lli<- 
V.S. (.'ensus ,nid tlu- reports wdl 
inchldi- eslunatcd rnetro i.ilutus ,ind 
.nidii'ne<- liK'.ikdow us ol tot.d nun. 
m<-n IS-;{M \e.ns o| ii;r, total 
w(iin<'n, woin<-n IS-.i'J, leiii,ii;i rs, 
and children, l)\ specilie time per- 
iods. 

si'oin s scKNi:: k ia ii. wiehii... 

will seiAC .IS the ke\ .sl.itiou for .( 
new .Missouri Wdh-y ( 'onlereiice 
H.isketl);ill Telex isioii \el\xork 
Coiitr;ict calls lor nine eonlereiice 
li.isketl);ill U.nnes to lie telecisl din - 
ing Janu,i1x ;nid l*'el)in.u\ ol |!>()1. 
i'.-ii'lijt will he S.itiirdax .ilteriioon 
telecasts :in(l one S.itnrd.ix niylit. 
The network will st,ir| with I I 
stiitioiis . . . \\J'/,-T\', Uakimoic, 
xx hich telex ised the^ H.iltiinorc 
Oriole H;ischall j^aines from l9.rS 
thronnh HKil, lias heen .selected hx' 
the Clnh and National Urexx iu^ Co. 
to telex ise llu' tcam'.s schednle for 
till" next three xi'ars. 

NiAv .\ii:.\ihi:hs: kci:n-t\', 

Tc!ni)le-\\aco, ;nKl KHCCJ-TN', 



jilleison ( it\, h.ixe si 'ni-d xx itli 
I \( to hi-<iiini' the njnil .nid 
si||is< rihers lespeitixilx Vlsn, 
W DIIJ r\ . Ilo.nioke. .1 < h.iilt I siih- 
seriher ol 'I \( ' xx lieu it x\ ,is inniii-d 
lx\o xcars aUO h.is leiiexxed lis 

nieiiiherslnp. hiiin^inu to ')() tlie 
stalioiis reiirxx iiii; <liirin'4 tins \e,ir 
MetroiiK'dia is |()iiniii; N.iliuii.d 
\ssii. ol liro.itli .isli-rs ,is .III .11 tlx I' 
ineiiilier. (•ilettix<' I Septenihci 

NKW OlVinivUS: WIIIAIA' 
and r.'idid li.ixe olfici,illx nioxed .ill 
tlii ir l.ieilities to ')S() J.mies Street, 
.Sxi.ieiise. Tlie lilephoiie inimlMr 
rem. tins 171-S.")!!. area (ode T|.") 
This iiiox'e UKirks the first lime in 
the historx ol liotli sl.ilioiis tli.it they 
li,ixe oper.iled under one roof . . 
W ICIC is iioxx Nu-.ited .i( IMS Dx. r 
Street, I'rox ideiiee .3. U I T< le- 
phoni- is .')2I-27I1 .iriM codi- 101 
. . . KI;M.N. Bakersfiehl, moxed to 
nexx ollices :iiid studios .it 2(KK) 
\\ ihle Koatl. site of the sl,ition's 
transmitter for the p.isl 30 \e;irs 

IIArrV ANNINKllSAKV: WMT 
(I'M), (Jharlolte, celehr;itini; its first 
hirtlid.iy hy donhliim its- fm mnlli- 
ple\ stereo pronraiiiiiii; to 10 hours 
xxceklx . . . Ten ye;irs ;n;o 1 Seplem- 




'Rlfleman' still on target 



I'liiir .^t.ir'.s "Hiflfiii.iii." xxliidi iiist ••iiili-«l ,1 iiM-.\i,ir run on MiC "n". 
h.is hiTii inflii-tl lip li\ 2\ iif tl)i- M<-lwi>rk'N .(Ihli.ih s iif >J s,ilt n in tlir 
•^xnilir iiv.irki-t for ■iiniii: lliis f.ill. ;(ini li.is ,hIiI<tI its fir-.! i>-o, n,ii;sliip 
\\.\nC-T\. \.V. I''iii.ili/iiii! oiiitr.it t ,iri- Jiilin () (.illxrt 1 . sUtimi v p.- 
iiiyr., .iiul Leii I'ln >tiiiu . \ p.-i;. n. ini:r of lint »^l ir DislnlmlK n 
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l)cr \\"rCx\-T\' beg;m telecasting to 
the Miniu'a|X}lis-St. Paul area iiiuler 
a split eliaiiiiel airangeineiit with 
\\i\]]X-T\'. WTCN has taken over 
the entire ehaimcl 11 in the ensuing 
years. 



MOVLNG: Joseph T. Loughlin to 
director of news for W'CBS-TV, 
New York. 

Warren L. Gamble to aeeount excc- 
uti\e for KFAC, Los Angeles. 
Clyde H. Ucid to W INS, xVew York, 
as editorial writer. 
Luther Strittniatter to general iiiaiT- 
ager, Albert M. Fiala, Jr., to nation- 
al sales manager, and Herbert M. 
Levin to local sales manager, all of 
\y\CE., Providence. 
Howard N. Jobansen to accomit ex- 
ecMitix e with WEEF, Boston. 
John J. Laux to executi\e vice i^res- 
ident in charge of the new west 
coast office of Rust Craft Broad- 
easting Co. whi»li will become 
operatixT in September. 
Hick Sklar to program manager of 
WABC, New York. I le was director 
of production and eomminiity scr\'- 
iees. 

Bruce C". Blevins to national sales 
rei)re.sentati\e for KSFO, San Fran- 
ei.seo. 

Joluj O'Connel to aeeount exeeutix'e 
at W'NAC, Boston. 
Thomas E. Ciumingliam to radio 
and t\' sales manager of United 
Press International. 
Louis Wasnier resigned as presi- 
dent of KHE.M Broadcasting of 
Spokane and has been suci eeded 1)\ 
Stiinson Bullitt, former chairman 
of the board. Mrs. A. Stott Bullitt 
is tlic new chairman. 
James J. NVyclior to \'iee president 
and manager of KWOA (A.\I & 
FM), Worthington, Minn. 
Da\i(l Spiker to account cxeeutixe 
and Dair H. Kirehgessner to local 
sales manager w ith KSTP, St. Paul- 
Minneapolis. 

Del Hnyeee to operations manager 
of WIIAY, New Britain. 
Jack A. Craiiam to aeeount execu- 
tive of KFBC, San Francisco. 
Jerome Crcenberg to promoti(rn 
manager of W'OXR, New York. 
Stanly D. Tinsley to local .sales 
manager of KIKHT.TV, Houston. 
Balph H. Klein, lor the jiast teii 
vcars station manager of WCCC, 
ibutford, rcsigni'xl to become gen- 





Have missiles, will launch 

15illl)oard lieraldinR J. P. McCarthy, inoniiii;; man at KCO, S. F., contains 
built-in splattered tomatoes, but station's niglit-timc comics .Mai Sbarpe 
(!) and Jim Coylc add some real over-ripe fruit in retaliation for 
McCarthy's refusal to join in tlieir Los Angeles hivasion scheme. Bill- 
board is part of sizeable campaign via Guild, Basconi & Bonfigli 



eral manager of WINF, Man- 
ebester-1 lartford. 

Robert F. Oakcs to production di- 
rector of Mars IJroadcasting. 
Chris MacGill, who has been in 
charge of AP's Key West bureau for 
the last two years, to Florida radio- 
t\' news editor for The Associated 
Press. 

Lois Pence to women's director at 
W'SBT-TV, South Bend, replacing 
Ruth Anderson who retired. 
Jerry BoyntoUy news director of 
KFD.M, to managtr of advertising 
and public relations of Anieriean 
National Bank ol Beaumont. 
NVilliam H. Clarke to national sales 
coordinator for KKX, Portland. 
Gerry and Chuck Velona to KTL.A. 
Paramount Television Productions. 
Inc. as accouiU exeeuli\'es. Both 
were lormerly with the station. 
Edward J. Marsctt to station mana- 
ger of KBUZ (A.\I & F.\I), Phoenix, 
replacing Earle H. Rasl, Jr., who 
has been iiroinoted to managing 
director of Cordon Broadcasting's 
KSIX). San Diego, and KBUZ. 
Richard F. Stuck to the new jiost of 
director of talent and i)r()gram de- 
\elo|)ment and Gwen Harvey to 
director of wouu'n's activities aiul 
jniblic .serv'ice for \\'CC()-T\', Min- 
neajiolis-St. Paul. 



Da\e Martin to sports director of 
KW'K, St. Louis, effeetixe 15 Sep- 
tend)er. 

REPRESENTATIVES 

APPOINTMENTS: KRCR-TV, 
formerlv KVIP-TV, Chico-Redding, 
and W'NBE-TV, iNew Berne, N. C, 
scheduled to go on the air 1 Sep- 
tember, to .\daui Young . . . KWKY, 
Des Moines, to Mid-West Time 
Sales for regional business . . . 
WTAO, Boston, and KGAR, Port- 
land, to Roger O'Connor . . . 
WYDE, Birtningham, to Keltell- 
Cartcr for New England sales . . . 
WFEC, Harrishurg^ to Robert L. 
Williams. 

MOVING: Wells Bruen to sales 
nuuiager of the new Dallas office 
of Roger O'Connor. 
Ed Hawkins to t\- sales executive 
in the San Franei.seo office of RKO 
General National Sales. 
.Malcolm Kalm to the radio sales 
staff of Ck'orge P. Ilollingbcry. 

EXTRA CURRICULA NOTE: 
Robert E. Eastman has been named 
cliairniau of the Radio and Tele- 
vision Committee of the Business 
and Professional Division of the 
I9fi:3 United Hospital Fund eani- 
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lie will Iciil voliiiitccrs in 
tlic sdlicit.itidii of money Iroin (.'\- 
cfiilivcs iiiul |)ri\Mtcl)-o\\iK'(l firms 
ill tlic liro.idiMst iiuliistiv' in M.iii 
li, lit. Ill ,111(1 The liroiu. 

SYNDICATION 

SAIJ'iS: Jul) .mil Anijn.st piMkotI 
\\ ndiiMtidii ri'ciir<N for SHC I'ilms' 
Hciiitanj ;in(l I mt<uiiU\ willi (lie 
formi'r now sold in III n):irki'ts .nul 
till- liilliT in .1"> . 77/c World 
Srrif.s ()/ Coif wlijcl) will In- iMi i icd 
(III TV 7 :iii(i S Si'iMt'iiilu'i'. 

sold l)\ I'^rcniiindc liilcriKitioiKil to 
lioliiiiui l''l('(.-tr()iii<-s" Corp., \l;niil;i. 
iiiui \'i'nc\'isinii, C;irii(."is . . . I'"iii- 
l)iiss_\- I'lVtnrcs Corp. sinned 60 st.i- 
tidiis in du' kist si\ miintli.s for its 
'^roiip itf 3.5 inoti<ni pic'tiircs. Con- 
torts ;miircn;it(.> more tli;iii S2..1(K).- 
(XX) in Imsiiu'ss . . . Mcxlollion Tv 
I'jitcrpri'ii's. sinci' I .April of this 
yc;ir wln-ii it acfinin>d t\' rinhts to 
four Hiitjiic f(Mtiircs. li;is sold tJic 
piukiim' in .i") niiirkcts incliidin}^ 
W.MIC-TW .\cvv York- . . . Tlic Dirk 
Clark lUidio Slunc. prcKlncod and 
(listnl)iitrd l)\ .Mars Broadcastini;. 
lias hcci'i signed In 7,1'Ii-I. Pcm- 



lirokc. West. Bcrinud.i With 
tlic a<lditioii of si\ new s.des. 
I'tnir .Star Distrilinlidn's i'lic Dr- 
ti'itiifi li.is racked up .i tot.il sales 
record ol Ti m.irkcis I'coiioini'f 
Teli'visioii I'rourains division ol 
I'nited Vrtists 'l'ele\ isioii sold ,iii 
addition. il '20 in.irkcts for Hat Mas- 
f<TV(iii. h.ilf-lionr off-net\\<nk west 
em 

I.K.VD.S IIOH.SKS TO \V M KH: 
l-'oiir .Star Distrilinlioii (iorp. 
laiinelied .i new' c.iinp.iiiiii in .id- 
\ertisiiii; trade papers to aid st.i- 
tions ,ind tlieir re|>.s in sellings spots 
on HiflriiKiii and Dick I'ou cU Tlica 
tir. Ill its a<ls. the syixlic.itor oharts 
the st.itioiis. reps, d.i\ , .mil time slot 
of reo'iit sali's on the two shows 
Tiine hiiN'ers .iiid potenti.il spoiisius 
.ire j;iMpliicall\' slinwii where spots 
.ire a\'ailahle on llu- fall sclu'dnle 
of stations carr\ inii the tw<) l-'oiir 
.Star series. 

.xHw pi{()iM':inii':s: '20111 cvn- 

tnry-J'''o\ 'I'v is |)l.iC'iii!i into syndica- 
tion Ifi films produced hy 2()th 
(,'eiitiir\-I''o\ l''ilm Corp.. iiiidei the 
title ■■Century 11. '■ The i)ackat:e had 



its first i'\posiire III \n(- ■! \ s 
Siitiiriliiti \i 'lit lit tl\r Mntus ,md 
Motulitii Xi'-'lit lit tin \/(iMi \ '1 Ins 
IS the second time 20tli (.••iiturv 
l"o\ 'I'V h.is s\ndi(.ited olf iietwi rk 
mo\ ies. tlie first heinn ll)<' oriuin.il 
S'(i/f/r</n// S'i<il\t lit llir Mm ir\ u'ronp 
ol 10 fe.itliri-s "(ieilllirV 11^ h.is .i| 
re.id\ heeit hoiil^ht \>\ IS st.i 
tloiis SM', l''ilms Is sellun; the 

('i'i\l iiii i\liil Clmsmiuii series from 
\W. TV, titled V/w Strut tun- iiuil 
l'ui\ctntii\ o/ \iuvrii iii\ Cm rriiinrut 
. NT \ h.is .K ipiired si\ jxist ITiS 
MCM le.iliires, all of wiiiili \m re 
in tlie.iiric.il ri-U'.is<' .is Lite ,is l")f)2. 
The p.ick.iiie will he calle<l "Hill fi'^ 
■md pH'sent pl.iiis c.ill for iiiimedi- 
.it»' distrihiitioii for t\ Kar/iiiar 
I'rodnc'tion^ .md 20th ("cntiir\ -l''o\ 
I clcv isioi) h.i\ e eiiteri'd into .i co- 
prodiiction .lUreeinent wherehy 
Kar/inar, iitili/ini; its own produc- 
tion staff, will dcNclop .md i-irodiice 
a niinimiiiii of si\ t\' series for the 
l'J6 l-fi") season 

I'mMK TIMH TVl.LV: Thirtv-siv 
of the more th.m -jO in.irkets sl.ited 
to .lir L'nitcd Vrtists T\ s six mie- 
liour W'olper dr. mi itic speci.ils. 
how in in .Vovcmhcr. h.i\e cleared 
luiine time for the hole p.ick.mo. 
reports \1. |. (Biid Uifkin, e\ecnliv <' 
vice president for s.iles. Thev in- 
clude 10 .MiC T\' .ifTlli.ites. nine 
CBS T\'. 11 .NBC '\'V. and three 
indies. In addition, the si\ sjieci.ils 
are liilK sponsored mi \\ st.ilions 

.\()Ti', nu)\i nil-: .voiini: ( us 

I'^ilms reports ih.il hilhiiUs in (!.m.i- 
tl.i for l^Xi j .ne .ilre.i(l> idoh' ih.in 
Wr hiiiher ih.in .i \eir .ii»o. CBC 
h.is piirch.ised for its full network 
Ifiiirli/ llillliillii-'i. I'lrni \liisoii. 
.111(1 The Dcjcuili rs I'^or its limiled 
nelwdik. CBC' hoiiulit 7'/if' Siirsi ^ 
.md C'lnnliil Cniiii ru Siscr.il st.i- 
tioii s.iles w»T»- .ilso iii.ide on these 
series The new )i rn/ l.istir S/io/r 
w.is piircli.iscd 1)\ ( "1 \' Television 
Xi'lvvork Sold on .1 nilioii.il s|>iit 
h.isis is the new l\-lt\ii<iit Jiiiirtiiin 
veries. Vmerii.m Home I'riHliKls 
V i.i Voimu ^ Unhi(..iiii. \v ill sponsor 
it on in C.m.idi.in stations. Hini 
liidc .mil Ciii\.\ii\pkc li.ne hccn 
hoimht on .1 m.ijor m.irkct and ri'- 
Uional hasis. St.itions in thr I'rench- 
speakim; .iriMs of C.in.id.i h.ive 
bought W'lintrtI — /)(«</ or .\lnr 
and the li.ilf-honr Ciiiisiiiokc .md 
Kir Pou ( r 

5t 




Hootenanny filling Cincinnati air 

W'CI'O li.is in.iuKt-r.itcd .i 2l-l)oiir. sovvii-da> -.i-wcfk >niniiifr llixitcii- 
junv. vvitli only news hrcds .iiul comniftcial.s iiitt-truptiiii: the folk imiMi. 
|jii) sossioii'i. The foriii.it. vvhich will c«>iitiiiiii- ".it least llirmmh Octolx-r.^^ 
vv.is hcavilv proinottxl b> jlu- st.rtioi). .Soiiiidiiii: the call are (l-rl d.). Jiii) 
D.intjy; d.j. .Myle.< Fol.lnd. stj. dir Bill D.ivves, d.). Hill Himis. pros, dir 
Dick Provost. Countri-&-\\esteni music u pn-snit iii.i|or .iir trrml 
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Newsmakers in 

Qiiimiiiiii iiiiiiiiiiiiiiiiiiiiiit V / radio advertisings 



i 




Peter Reinheimer 

Screen Gems has announced the appointment 
of Reinheimer as national sales manager, to 
work directly with national sponsors, agen- 
cies and networks in behalf of Screen Gems 
network series. Formerly eastern sales man- 
ager of ABC-TV, Reinheimer joined the net- 
work three years ago as assistant daytime 
sales manager, was previously with BBDO, in 
the tv department, and as account executive. 



Vina C. Ruggero 
An account executive at Ted Bates, Miss 
Ruggero has been elected a v.p. and account 
supervisor. Miss Ruggero joined the agency 
in 1961. Prior to that, she was an account 
executive for Shaller Rubin Company and has 
previously been the sales promotion man- 
ager for Reed & Carnrick, a pharmaceutical 
firm. Miss Ruggero is a graduate of Mary- 
mount College in Tarrytown, New York. 




Donn E. Winther 

Formerly assistant sales manager of WBZ-TV, 
Boston, Winther joins WABC-TV as advertis- 
ing and promotion manager. Prior to that, 
he served as WBZ-TV promotion manager, and 
previously, was advertising and sales promo- 
tion manager of stations WFIL-TV-AM-FM, 
Philadelphia. Winther won the NBC promotion 
competition in 1961 and was the recipient 
of two Billboard promotion awards. 



Marshall Keeling 
Keeling has been appointed tv sales manager 
of the Chicago office of Advertising Time 
Sales. Keeling joined the Chicago sales staff 
of ATS in 1961, coming from ABC-TV, Other 
associations include NBC-TV and the tv de- 
partment of Paul H. Raymer, station repre- 
sentatives. John Murphy has been named 
radio sales manager of the same office. He 
was previously with Branham, and Weed. 





Alvin Kabaker 

Following top management realignment at 
Compton Advertising, Kabaker has been ap- 
pointed senior v.p. Now genera! mgr. of Comp- 
ton's West Coast operations, he joined the 
agency as director of radio and tv in 1955. 
For 15 years he was associated with Dancer- 
Fitzgerald-Sample. Also named senior v.p. are 
Peter Burns in Chicago, Paul Cooke, John 
Cross, and C. S. Mitchell, Jr. in New York. 



WEAVER LOOKS AHEAD 

{Continued from pofie 21) 

be patrons of cultural coverage: 
Tlic elite, the influential people — 
there's no way of reaclnng them on 
television in tcnns of targeting 
them. You can do it in some ways, 
hut at tlie higli time costs of the net- 
work it's hard to get it to make sense 
for advertisers wTio have special 
missions. It could he set out, so that 
it was a service to the public. 

Q: How dors ciillnrnl roverasie 
ill llip U.S.A. rompnre iviili oilier 
roiiiilrirs? 

A: We ha\e the worst record, 1 
would say — having been almost 
constantly abroad dnriug the last 
four years — in comparison with 
other broadcasting operations, in 
that our cultural events are not 
available to llie public; they do not 
go to llie opera, tlicy do not attend 
a concert, they do not .see llic bal- 
let, tlicy are not at llie lliealrc of 
the classics — tlicy are not exposed 
to llie cultural and literary spee- 
Irnm that they ean see in Australia 
and" England and France and Italy. 
This is mainly due, again, to the 
hisjh network lime cost and llie fact 
that wc simply don't ha\'c enough 
stations. 

Predicts "elite network" 

UIIF will solve this problem; we 
will have an elite network, wc will 
ha\ e cultural coverage in depth, but 
it will take time — another five or si.\ 
vears. Hut that kind of a service 
could he set up, in a way, even to- 
da\\ I've worked out an cvcnt-of- 
tlic-\\cek type coverage of major 
cultural events — I admit I haven't 
sold it yet — so that wc could have 
them available to the people, at 
least in major markets. But again, 
you start witli what is good for tlic 
l)n\er, and it is knowledge of that ^ 
w liicli has been m\' secret weapon. 

Hon- iidiild you calettorizr 
llic iircsriil iiKiiKiiiPiiu'iil of llio 
iH'livorks — if. ns you're alrcndv 
snid. lliry are iiol ndirrlisiiiii- 
nriviilvd? 

A: The basic eliange was that 
originally the networks were pro- 
gram operations. As tlic business 
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HtfU .111(1 prices loiitiniicd Id iim', 
llic iiidvc of pi'o^raiiiiii.U into closed 
I'oiins — niosll) llie picture series 
nude ill IIoIKuimhI — li;id a teii- 
deiie\ to limit tlir kinds ol products 
heiiii; sliouii on television :iiid also 
llie \\.i\s ill wliicli television was 
lioiinlit; Von could cither liny the 
proui.iiii outright or .1 .sei:iiieiit ol 
it. lint the overall impact of that 
reduction iiieaiil that instead ol 
liaviiii; major projirain uroiips who 
ran the network yon had — more 
like the radio da\.s men who ran 
llie networks who were liasicalK 
fjcility-oricnted, and the pronrain- 
iiiti was Ixm.^ht. they went to sup- 
pliers lor it — as they did in radio. 

Advertisiim-trainini; vital 

AiicL let s hice it, the networks arc 
r^idio; they're run l>y radio men. In 
radio-facilities men in their traiii- 
iiii;. While there's a new lieiicra- 
lioii of tv-trained people, many of 
Mieiu arc not advcrtisinii-trained 
and so the\' leave out one of the 
tU'cessarv fields of knowledge, 
vvliich is iiidortiiiialc to say the 

llMSt. 

(J: Wtuilil il /»<> ixiasihlc (iiiil or 
itt'slniliU' If Itrcnk Ih'is tumven- 
inilUm of sitiirccs of ftriiisrtun'ini:? 

\: Voiir pronriimiiii; source is 
busicall.v four or five major .studios 
:iiid jwoor three pri)duetioii lioiises, 
anil Hie networks themselves. Novv 
|lu' networks are geltiiij; hack some- 
wliat into pro.^raiuini;. hut not as 
niLich as lhe\ were, directly with 
llieir ow II stalls. I think w hat ll hap- 
Ih'ii, whether desirable or not, is 
tli;^ with the n's comin.U — with the 
.ilnlily to have many stations in ma- 
jor markets, the lack of which lias 
licld hack pronram dcvtdopmeni in 
tlic coniitrv' to date — we'll then see 
a new j;alvani/int; of prot;ran) 
MJiirces and development of the 
pn><;ram l)usiiiess not now ^oiiii; on. 

Opportunity for "coiiu'hacks" 

Vou'll have an ability to serve all 
(III' adverti.sinn inti-rests, to serve 
till' artistic needs of many, m.iny 
pt'ople who used to he in television 
uiitl w ho arcMi't in it any more, hc- 
caii.sc the mimiti* v oii <;o down t() a 
litiiited luunher of attractions, most 
nf tlu'ii) serials heini; made in Hol- 
lywood, you cut down on tlie need 
ft>r larCc nuinhers of peopK- to pro- 
tliit-e pronramine. Tluvse people .ire 



.(v.ol.ihle .md would like to he h.ii k 
III the hnsiiie.ss, ,iiid the u s olh'i ,111 
other opportiiiiitv to them. 

(J: Arc llir <Mi'.«//iit' iirlnorliy 
lilu'ly l« rrviill iiiiy of lliis jiro- 
i:riiniiiit: liilriiiy 

\. I ihiiik the evislmu networks 
will open up in lonn. 'I he M picture 
seri.il thini; r.iii .1 short course .md 
kind ol ended. M.iuv ol the shows 
.ire verv nood, tliev .ilwavs li.ive 
hceii, movies .ire .1 wonderful me- 
diiiin — hilt so is the llie.itre and so 
is the IJro.idvvav rc vuc .md so is tlu' 
vaudeville house and the conceit 
hall, l>iit we cover the st.idinuis and 
the mov'i(> studios and we should he 
coveriiij; evcrytliiiin. This is p.irl ol 
a philosophy ol tv that esscntialK 
is (•overaue-orientcd. eomiimnic.i- 
tions-orieiiti'd. lake. Iraiikly, the ra- 
dio pronrain people are follovviiiii 
as .it;aiiist the movie people, who 
cssculiall)' are storv tellers. Their 
whole traininj; is toward telliiii: 
stories: this is not tlie s.nne thiiiii 
as 'c-overinjl' cnterlaimuent for peo- 
ple, let alone non-fictioii. 

(J: H (IS llif (Irslritflioii of 
railUi iH'lirorliiiit:. iiiiil llir ilr- 
slniflioit of llir iniijor lltillyii'ooil 
slmlios. ill liny iriiy llit' iiirviliihli' 
rfsiill iif siinilnr iiliilosoiiliirs of 
iniiiurjifnii'iil? Is llivrv any liUeli- 
liooil of II siiiitliir full' hi'fiilliirj 
li'lvrisioii iiflirorkiiii;? 

A: Hollywood's failure, under the 
impact of television, to do anv' real 
ilevi>loi)inenl toward new kinds of 
attractions, new material that minht 
attract special audiences, has hurt 
the studios <;reatly. .\s von know, 
most of their husiness now comes 
from teenauers. Of course, part of 
that tliey couldn't have helped he- 
causc television was too powerfnl. 
Part of it, 1 happen to think, thev 
could have helped in a hie vv.iv . hut 
tlu'v' did not and will not really ex- 
plore, hecausc tliey don't heltcve 
that anvlhin;^ will work in a theatre 
unless it tells a storv . Tht v just don't 
helieve it; their trainiii^ is consider- 
.ihly dilfercnt. 

Hii; autlieiice for nou-P.ction 

Now. our irainiui: is sometln'ui; 
else attain: radio trainim; is th.it 
everywhere people u.ither, other 
people would like to he there, and 
yon can i;et them there with r.idio 
and now w ith tv .md picturi-s. there- 



h.ie VOII t.tke till se dillereiil tluiiUs 
.iiid evteiid iIkmii milw.ird to sec 
how hi;; .III .mdieiiee voii (,iii ^ri — 
,uid von (.III i^et .111 iiicredihlv hi;; 
.uidieiKe lor lion li(tioii. it's .una/ 
mil; the mov le people h.ive not tried 
lioii'lietioll. hei .(Use thev ve ^dI iIh- 
ev.iniple of the piil>li( .itioiis hiisi 
uess liefore them 

(!iles newcomer mai;a/iues 

.Ml of the i;re.it puhlic.itiiiiis ih.il 
ll.ive heeii hoili ill thi- l.isl ITt ve.trs 
li.ivc heen iion-lict ion — la(e. l^tok. 
Header's Dinesl. Tv (liiide, I'.S 
.N'ews — these ,ire not lictioit iu.i'4.1- 
/.iiies, they do not 'tell stories. ' It's ,1 
clue vve followed in television riuht 
from the first d.iy. of sliirtiii'j, his- 
torv' as broadcast, in st.irtinn an .it- 
tempt to ct)V(T till- re.il world in 
every possible w.iy, with Tinlii]/ ,m(l 
Toiiiiihl and lUnnr and W'iilr W'uli 
W'oilil and all the rest of the shows 
like that. 

(J: So llirrr iriis 11 roiiiiiioii 
lliri'iiil n'liirli lii'il loui'llirr iiiiiiiy 
of your iirotiriiiii iiiiioviilioiis? 

\: It was part of an overall pl.m. 
\iul if I reallv- were ijoiin; to run .1 
network au.iin 1 would not sit here 
ad-libbiiii:. 1 would uo out .uid l(x)k 
.it the problems and see wh.it advcr- 
tisiiii; needs, and I would look into 
the creative world and see who 
needed what in terms of opporlnni- 
ties, new forms, innovations, experi- 
mentations in prour.imini:. I'd look 
into the non-fiction are.is that h.ive 
not vet been covered, into the forms 
and structures of prour.imini: that 
arc not yet beinj; done. 

Q : li'oiilil liny of llir ovrrsi'iis 
iiu'llioils yoli'rr si'i'ii In' iii>i>lirii' 
llir lo I Ills roil III rv? 

A: It's f.iscinatimi to an Americ.ui 
who spent much time like mvself in 
.idvertisiiiti .md procr.nnin'.; to work 
ill iCnsll.md. where yoiir television 
service is the bill, loui; jironr.iin 
w ith an oec.isional interrupliou .md 
then manv 111. niv coniinerci.ds one 
riuht .ifler another. The commcr- 
ei.d I'lTectiveiiess is f.int.istic.illv 
powerful no m.itler wli.it ,mvl)(Hlv 
s,ivs — there's no use trvinu to coni- 
p,ire the v. dues we h,ive vviih sonu-- 
one else's. 

Would try the British system 

Yon just draw .1 rule and sav tliat 
if in this countrv vve li.id ,1 hhvk 
|)rocraiu. lot's sav- three hours' Innc. 
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and an iiitcr-coiiiiectcd entc'itaiii- 
nieiit tliat was broken, perhaps, a 
couple of times and \'ou put all your 
advertising in there, the people who 
bonght those ads would get great 
\ahie Out of them. Now, whether 
tlie\' got as nmeh value as doing 
soinc'tliing else wonld depend upon 
how inueh ihcy spent. Now, toda)', 
\'on ean't try that sort of eoneept 
of all-night programing, lint one of 
the things I would Inok into would 
he whether you eould eomhine all- 
night programing and the English 
svstem. 

Good value at lower eost 

The adx'ertiscrs wonld ]iale it, bc- 
iau.se the\''re used to a difleient 
i-valuation, hut that doesn't mean 
it wouldn't work, Once we lia\'e u's 
and satuiation in major markets I 
kitotf we'll do it hceausc then we 
don't start with $15(),()(K) an hour 
and the advertisers don t hax'c to 
pick up that nnicli of a load; Uie\ 
can get real good value at a mneh 
lt)w('r level of cost. It's all relative, 
it's how miieh yon get for how mneh 
\()u spend. So that's another wa\' 
the ad\ertising u.sefulness and the 
lorni and the ereatix'e community 
and the needs of the general public 
can all be met by something new. 

(J: Do you hplievt' il ivould ht> 
intssihlp loduy for any ime man lo 
carry ^ni I major nelicork 
clian^vs? 

A: Vou don't ha\e to react to the 
business, \'ou can make it change 
by doing something about it. What 
\()n do nnist depend in great part 
ni)()n knowledge, not u|)on going 
to a supplier . . . yon really lia\'c to 
think out the [)roblems yonr busi- 
ness is facing and then find a solu- 
tion which re-orders the same ma- 
terial within a new conce|)tual 
framework thai will work for exi-ry- 
one. Then, all of a sudtlen, it's old. 



Ih 



candidate now 



Tlu' all-night idea is just one? ex- 
ample. W-c got 50 siiows, each one 
of which is a solution to a gi\ en set 
of problems. I'\e a daytime show I 
worked out for a network, where I 
was Ir\ iui; lo de\ elop a show that 
\s(UiUI run as long as Ttuliii/: il was 
that fundiunenlal a_ need and liiat 
inevhaustihie a souri raild that cap- 
able, if \ sohc problems, of being 
produced, because this was a hard 



show io do. 1 have such a show, 
which 1 now have only to sell; but, 
again, if you're in the agency busir 
ness the cb;mecs of your happening 
to ha%e the clients who eould un- 
dertake to mount these big, big 
projects — and this is a big daytime 
l^rojcct — are rinlikcly, so we'll have 
to g(» to some sort of eooperatix'c 
N'cntnrc with the other agencies. 

Q: Television has ivorked n-ell 
for the clients, ami for network 
inanaf!einent. lias it icorked well 
for the creative community? 

A: Cert;iinly it's worked well for 
some of them — who've made a 
great deal of money. What Irappens 



TJIE COMING OF UIIF: //'.s 
no pipedream. says Pat 
IFeaver. iSext week, the ex- 
head of NllC tells why he be- 
lieves advertisers and afien- 
ries will find new luarketiiif! 
V(dnes via uhf stations; how 
the fourth (and fifth and 
sixth) network will be ran. 
and why the existinf! net- 
works have partially failed 
both the viewiiif! audiences 
and the advertisers. 



is that there are many peojilc wlio 
get caught in the mill and who 
wind up, through no fault of their 
own, not ha\ing the kind of jobs 
ihcy prob;d)l\' deser\'e in terms of 
merit. It's \'ery hard in a business 
as clo.scd as tcle\ision for them to 
make a few calls; if they strike out 
the\'re through, there is no place 
to go. It's like an actor; if he can't 
get a |)art he just sits there — but 
these people aren't actors. 

(J: lieiihrasinti. has there been 
either the i>bysiral or intellectual 
liberty to create the kinds of 
shines nbich yoa would like to 
see? 

A: When I was at N'BC I'd .say 
"\'es", becausr" I went iiiiciid and 
did tlu Mil. I he dilficull\' is that tiic 
<Uily place wiu're you c;iu do wh;U 
\ (lu want, what \ ()u're con\ inced 
is ;i good liiing lor all |);iities, is at 
the network. Then" is no other 
source. 

Tbe cli<'uls" needs iue too dispa- 
rate, as a rule, ami the agencv' 



doesn't h;ive the list of clients who 
would mount ;i big operation; therej 
is no form, and the business is toe 
competitive as > ct for us to engage 
in joint buying practices — even if 
it were legal, »and I'm not sure it 
would be under the trust monkey- 
business. 

Admits disappointment 
I think all of us in progiaming 
would sa\' we're disappointed in 
wluit lias been done compared 
with wluit might lia\e been done 
;ind what eoiild have been done. 
The wjiole premise of the network 
structure was based on a \'ery high 
retention of income from the time- 
cost; by the networks, in order to 
subsidize a \'ast talent-de\ elopmeiit 
pliui, a tremendous refreshment of 
forms for writers and producers to 
work in ;ind artists to be seen in. 
for ath'ertisers to support in many 
x'aryiiig waj's to increase usefulness. 

Says "creative dri\e" suffers 
Ot course, as you grow bigger you 
make more and more money, and 
this certainly was true of my m;iii- 
;igeiiient at XBC. When you tr\ to 
bold b;ick on that kind of momen- 
tum, 1 think you lose a lot of \ (Mir 
creative dri\e and \'ou become 
more and more of a faeilit\ . 

Q: Is this an inevitable form of 
ossification? 

\: I don t think so. The networks 
are just the same as the magazines 
and newspapers; the\' rcHect the 
ideals of their owners and their 
maiuigcments. The networks liiU'e 
to decide who the) are and what 
they ;ue and what they're trying to 
do, what sei\i(e they can be, and 
then they go iihead and run their 
operations. If they don't know what 
tlie\' are, if tlie\ just try to react, 
then they lia\'e a iJroblcm. 

(J: Now till yini make minicy. 
yet preserve the creative flair? 

A: I'll remind ycui diat XHC has 
iie\ ei made eitiier the percentage ol 
net or gross profit since I left that 
ij did while I \\as there, lu terms 
of percentage of tiieir dollar billings 
tlic\' prol);il)l) iic\er will m;ike it. 
The two things are not incompat- 
ible; on the contrary, creati\e dri\c 
and nio\-eiiieiit ahead is usually fol- 
lowed, in most businesses ;uid in- 
ehuling sliowbiisiness, by incrciised 
Uross and net rewmies. 
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REGIONAL VARIATIONS 

( ( 'Dii/i/iwct/ /mm;/ /kil'i' .'52 I 

sliai'c, -■))- riu' rotiiii; .iiul sli.ii<' 
[irofilc loi' lliis t\|)c ( iii('hi(liii'4 
llnivaiinu lii/c, lloiilr fifi aiid iik<' 
sliow's) \\ ;is (Atrciiii'lv Miiiil.ir tn 
l^riiiK' l)ctfrti\ <•. 

S//v/i<;i.vr Draiiui (I'.ilini;. I*J. 
iiiiii'f. 2^)). I'ri)i;rams mu-Ii .k /'hi 
li^llil 7.0IIC aiitl Alfred llilcluork 
like Ai'lioii .\il\fiiliirc, slmwcil .111 
.1111,1/1111^ sii)iilarit\' to (.'rime Dflcf- 
ti\(-, 

As- iiiinlil Ik' f\|)fftt'(l. r.itini; .iiid 
sliarc lliictiMtioiis wt-if iimrc .ipp.ir- 
i-nt within iiuliiulual /wo^rti/iiv 
from one section of tlic i-(iiiiitr\ to 
.niodicr tluiii w'itliiii iinlii uliuxl )uo- 
'^rniii Iron) one st'clioi) to 

.iiiotlicr. \ <;ooiI oasi- in point was 
Lax.vii-. tilt' only program making up 
tlu' ('iiildn-n's Drama (atoiiory. 

\;^,iiM i-oinhinini; all 27 markets 
analwed in tin's stndi.', Liwsic re- 
u'i^ etl an a\ era<;e ratin'^ of 33. loni- 
parinu most favorably with AUH's 
Mareli T\* National ratin'^ of 32 for 
llie same pro.nrani. In relation to 
share ()f andicnie. Lassie rt"fei\etl 
.1 wiioppin'^ 577 in tlie markets com- 
bined. 

If I'iiinres 3 tliron<;li II are e\- 
.iinineii. it can be seen tliut. I)\ 
(lensiis lli-'iions, l.nssic receivi'tl 
raliniis win'cb raii^eil from 2.5 in tlu- 
.V^lonntain Ke>;ion to 13 in ibe l^ast 
North (^Mitral IJejiion. and shart'S 
that ran'^ed from 19 in the West 
North ("entral He<;ion to fiS in the 
I'.ast .North Central Ueiiion. 

\side Ironi differences in prefiT- 
i'licc liM" (Children's Drao).! wliieli 
iiiav ba\ e existed lr(nn one section 
itf the coinitr\ to anotlier. here are 
ildditioniil possible reasons for tile 
fiilini: anil or siiare linctnations: 
( I ) Iaissic uas telecast at differ- 
ent lionrs m different p.irts of the 
conntrv . In 1(5 of the 27 markets. 
[Ill' program was shown at 7:(M( 
I'M. Nine ni.nkets showed it at 
«:()() i'.\l. and two at 5:()() I'M. 
Since the sets in nse i)clweeii .5 
lMkI 7 I'M varied considerably in 
most ni.irkets. tiie ratiniis tended 
(n \ ir\ <i>rrcspon(lini;l\ . 
( 2 ) There w as a ureat deal <if dif- 
fereul c-onipetiti\ e prouramiuu 
oppt)site lAiwic. Some of tin's pro- 
liTainini: apparenth was elfectivc 
in nainini; its rinhtfnl share of 
the viewing andience. (^ther pro- 
uranjini: apparently was evtrcnie- 
Iv ineffective toward this end. 



( ) 'I'lie ilillerence 111 tclet.isl 
tmie nsii.dK me.int diiferenecs m 
prourani lead-in also. The inipoi 
tanee ol holil-(i\er ainlienee i.in- 
iiot be o\ er-empli.isi/ed In this 
respei-t, it is niterestini^ toan.iK/e 
the (pi.irter-hoiir pret ednii; Ijiwie 
as well as the first ipiarter hour 
ol /,(i.s\(e itself. 01 the 21 m.irki is 
w here /.nvvic hail top iatmi;s tim 
its first (.pi.irter lionr, .1 stndv 
ol tilt' /)/yftt/i/ii; ipiarter-lioiir 
pninranis shovv s . . . 

(.1) tbe /-t/w/c .station to be 
first ill 1 S m.irkt ts. 

( b ) the Iax.ssu' station to be 
tieil with a ciniipetiti\'e 
station in 2 iii.irkets, and 

(c) a conipetiiii; station to 
hold top ratiiii^s in oiiK I 
markets. 

The remaining 3 n)arkets wliere 
lAi.wic liati lower ratings tli.m a 
competing station showed tb.it 
conipetini; stations to ha\e liii;her 
ratings in the precetlim; tpiarter- 
honr also. 

Thert' were niidinibtcdiv a host 
of otiit'r reastins why inili\°iilni)l pro- 
i;rams recci\'ed higher ratings in 
one section t)f the conntrv as op- 
poscil tn another, but these lonr 
seemeil to he of prime importance, 
.it least fron) the \'iewpi)int of one 
research anah st. ^ 

NEW SPOT RESEARCH 

( Coiiliiuicd from ptiLV 37 ) 

So lar Uorob.iiigh has only clieck- 
eil w ith a lew reps about tin- oper.i- 
tion. but he reports that lliev are 
enthusiastic ahont organi/.iii'.^ a 
phase ol agencv relations which, 
for years, has been disorgani/.eil. 

Horabangli feels, and inanv agen- 
cies agree with him, that since .dl 
the information reported b\ tiie 
reps wonlil be liisttiric (.ifter the 
I. let), tliere would be no \iol,itioii 
ol ct)i)fidence on the p,irt of tbe 
reps ill their relotionship with st,i- 
tioiis, aibertiscrs ami agencies. 

.\ media research excciitiM' ,it 
('(iiiipttiii expresses the opinion ol 
the iii.ijority t)f agencies coi)t,icteti 
s,i\ iiig: 

" \t present llorah.uii;li is liie oiib 
svstt'in which i;i\cs iis tloll.ir e\- 
pentlitnre ilata. We feel tli.it the 
new service with its iiiiprowd ,ic- 
ciiracy and t;reater depth will bt- 
most v.diiable. Ihit we are still 
siibscrihiim to H.\H " ^ 



COMMERCIAL CRITIQUE 

( OUtllllK <l In III /'(/ I ID 

niii l(s selling pnipise I Woiiltl 
with pretmns litde r< spi-t t sii.' 
gest he or she s(,i\ uill (il llie piltili' 
business TIk 1 1' IS ,dri ,i<l\ siilili M'Ml 
t Kiiikeil not. mt'tli,mi(.d tiross oil 
the ,iir Most III it thiiii b\ St ipi 
vli.ites who ,ii(' molt' liiten stt d in 
(lit- resit|ii,il p,i\ nil iits tlicx gt t loi 
pel loi lining their sIiimIiK ■ Units 
ill, in III tlomg \Miik th.it vmII ii llitl 
tretlit oil the aibeitisim; hiisniiss 
W hen it conies ti) melntlic iiim-ii 
tioii ill instniiiieiit,itiiiii, stnring 
voicing, nietrii.' iimo\ ,itiiiiis bcri 
\oil t-aii ll.|\ e .1 ere,itl\t' iit-ltl il,i\ 
11 \ on c,iii tlo it with \t'r\e ,iiitl 
gootl t,lste. more power to\i)liI Tlit 
bnsiiiess nectls \oii. \inl will p,i\ 
\oii wihl inoiie\ lor \tiiir t iforts' 

\s examples of wh,it iiii,ii:iii.iti\ e 
scoring and voiciie.; t .iii do to 111, ike 
,1 jiii'.^le into ,1 first i l,iss sellim^ tool, 
eoiisiiler what Northwest \irliius 
iliil with the orient, d 11, nor oi the 
se\cn notes in North west Or i ieiit 
\ir lines — the notes spiketl with ,1 
Chinese gong. The simple, but com- 
pelling nniserv rli\ nil meloih th,it 
carried the K rics for "C^iylord" the 
electric basset honiiil ttn diirin'.i tbe 
(Christmas season l,ist \ ear. Ide.il 
Tov b.is reportetl tli.it they sold 
eM-r\ piece tlie\ could m,ike. The 
I'asc with which kitls coiilil Urasp 
the iiielixK had .1 lot to do with 
that sncit'ss. There's .1 Diil'ont com- 
iiiercial tin woiiieii's liosit r\ .uitl 
why women ought to wi-.ir liosier> 
all the time — even in the siiinmei 
"The l.aiK Isn't l)r« ssetl I nless 
Her Lt'us .\rt'. Too. \ wlii/z-dilb 
ol a copv line. Hut we're coiisiilci • 
ing jiist the jiiinlf. ) It's like .1 
second ,ict opeiiiii'Z lor ,1 iniisii.il 
I'oineiK . \-look-at-nie-hfrc-l-comf 
sort of thimi. 

There are in,iii\ other line .ilitl 
worthwhile things tli,it t',iii m.ike ,1 
lingle sprout wmus ,intl ||\ 
things like Winston's C|{.\Ck' 
(-H \("K in the middle of ,1 imgle 

Ibit \ on II ile\ I II p the iiiii(i\ ,1 
tioiis >tnirself The purpose hert' is 
siiiipK to outline — ,intl -^ne ,1 few 
ex.iinples — of st me ol the things 1 
like to think onuht to bt ni a iiiule. 
\ liotnl sflliii'.; propositi ni 
I ,\ ru s th,it are sin'i.ihle 
MeliHlii invt'Dtion 

\nil rt spelt for the ciistonit'r. If 
\<iii h,i\e til, it. xnii'ii find the other 
tlini'.;s .1 lilt e.tsier to come 1)\ ^ 
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THIS PIECE OF CLOTH 
SILENCED 1000 GUNSl 



Almost a hundred years ago a doctor wear- 
ing a Red Cross armband stepped out on a 
battlefield in Europe. As he moved between 
the lines caring for the wounded, the guns 
of both armies fell silent. From that mo- 
ment on the Red Cross has been a re- 
spected symbol of mercy for all men. 

Today Red Cross nurses and doctors are 
still bringing relief to people suffering from 
disaster, disease and war. In order fo con- 
tinue this vital work, the American Red 
Cross must turn to you for support. Don't 
let it down! 




THIS TELEVISION FILM 

100 YEARS YOUNG 

9 minutes — 16mm — black and white — sound — cleared for TV 



100 YEARS YOUNG salutes the 100th world- 
wide anniversary of the Red Cross movement. 
The. first 4V2 minutes depict the birth of the 
Red Cross idea when Henri Dunant witnessed 
the Battle of Solferino. The second 4V2 min- 



utes show that idea in action on today's inter- 
national scene — plus dramatic scenes of Red 
Cross services on the home front. The film 
can be shown as a 9-minute TV feature or as 
two 4V2-minute programs. 



Aciton scenes of : President Kennedy, Battle of Solferino, Guant Typhoon, Algerian Relief, 

Congo Relief, East Coast Storm. 



THESE TV SPOTS 

GORDON AND SHEILA MacRAE, THE AIR "ALWAYS THERE" — as art depicts world- 
FORCE SYMPHONY, and the SINGING SER- wide Red Cross services. Available in COLOR 
GEANTS present a new song by Aivy West— and BLACK and WHITE. 16mm and 35mm. 

Also COLOR SLIDES, TELOPS, FLIP CARDS, uith voice over ioi)y. 



AND RADIO SPOTS 



Recorded appeals by * Air Force Symphony & Singing Sergeants * Ralph Bellamy * Bing Crosby 
★ Percy Faith ★ George Hamilton IV ★ Bob Hope ★ Rick Jason * Four Lads ★ June Lockhart 
* Gordon MacRae ★ Sheila MacRae * Mitch Miller ★ Minnie Pearl * Basil Rathbone 

All lengths from 05 to 60 seconds 

WILL HELP YOU HELP US TO TELL THE RED CROSS STORY 



All Ihoso 
iiintcridls 
(ivailahlc 
from : 



YOUR LOCAL RED CROSS CHAPTER 
THE AMERICAN NATIONAL RED CROSS 

In New York, call SUsquehanna 7-1000 
hi Hollywood, call llOllynood 5-5262 



THE ADVERTISING COUNCIL 



New York 

Chicago 

Hollvwood 



I.ll 
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EMPATHY: THE VITAL PLUS OF NEGRO RADIO 

By BERNARD HOWARD 

j)rc».. Hrrwiril llnniirtl i- Co.. \ W 



\s ,1 rcMill III tlic rccciil raci.il 
t('ii<^j()iis wliicli IxTii iii.)kiiii; 

luMclliiu-s cv CI) \\ luTc. tlic X(*i;r(i- 
uriciilcd r:Klj() st.itioii |(Ml;iy ciijnys 
,1 ri)p|>(irl with its cDinnniiiity iin- 
in:)li-lic(l, |nTli;i|Vs, in the liist(>r\ of 
(-H>iiinuiMi(';ili(>ns. 

'I'liis cinpntlix li.is hccii dcvcloii- 
inH (ivcr the p.isl lew \i\irs. I>iil tlic 
luMi i-nnciulcrcd I)) llic iirc-icnl (lis 
tiirl);inccs sci'iiis to li;i\(* wcliird it 
with J hnnd of siicli sIriMiulli, :iiid 
^'itli .III iiK-rciisin<r in:ii;iuMisin of 
Midi power. iIkiI \vc who luivc I)C(Mi 
with Nc;.;ro r.ulio ;iliiii>st .since its in- 
ception ;ind \\ ho luive seen its i)heii- 
niiieiKil <;i'()wth. find it :ilin()st ini- 
possihle to fully comprehend. 

The n'nsons, of eonrse, ;ire S(df- 
t'vident. N'e.nro-orii-nted radio is the 
only niediiini through which the 
Nejjro himself lielieves he can re- 
tfive the happeniims of the day as 
[Iie\ happen, and lu> feels lliey 
shniiild he reportetl. It uivcs him 
iiiiiro of /liv side of the story, more 
(if the internal facets iion-.\'ci;ro sta- 
lions overlook; it uiv es him more of 
I 111' kind of editorials he likes to 
\n\iT. deli\'(T('d b\ announcers he 
kiiiiws are on his team, and it tloes 
thrs more (-onsistentK ami more 
iiflcn than any other mechiiin. lie 
Uiiu's to it hecaiise of his own senst> 
'ifiir^encv. and hecaiise of his inner 
f.iith that wh.it he hears will more 
( jiimdy ap|iri)\iiiiate his own sense 
of justice and truth 

I^vidence of this — il mori- e\i- 
leiice ueri- nei-ded — was niveii ine 
in Chicago wlu-re rciciitly we spoil- 
"idred a two-da\' seminar attended 
by Mime 30 (if die \'c<4ro-oriented 
•iliitiiiii operators we represent. To a 
Hum they pin-pointed the iiicreas- 
irti;l\ responsive audiences heinu 
huilt. eiiiphasi/.iiin that this growth 
w.is alniosl in (h'rect proportion to 
tliiit slatinn's iii\ oh enioni in .N'ciiro 
fiHHiniinity afTairs. 

So important was this direction 
(hat a !:reat part of one of the .seni- 
iHiirii concerned itself with a discus- 



sion of even hetter nielhods to he 
einployed to increase this listener- 
sliij) still further via a heavier load 
of local newscasts, and the (leveloi> 
nieiit of a national .Ve.iiro news net- 
work. 

.Spnrrnm this particular phase in 
station pronrainiiii; is the fact that 
in only one tdii-tcii market. (>lii- 
eaUo, is there a daily N'euro iiews- 
jiajier. .All the dtliers arc serviced 
hv scnii-weeklies or weeklies, with 
some ("veil covered hy sjiecial edi- 
tions printed and prepared in an- 
other city. In addition we have 
found that eireiilat iciiis amoiii; the 
.Vcyro newspapers i;eiierally have 
hcen declininu. while listenership 
to .N'enro-orientcd radio stations 
has Iweii cliiiihiiit;. Ivvperts aiial- 
\"/.iiii; this cdiulitioii believe im- 
nicdiacx kexnoles this factor, the 
desire hy N'euro eommimity eiti/eiis 
to know immediately, not da\"s 
later, what is liappeniiij^ locally, 
nationally and internationally that 
concerns and effects them. 

Seen as "added plus" 

I'miii the .seller's viewpoint, all 
these are pretty powerful ari^ii- 
nieiits. With to<lay's agencies de- 
iiiaiidini; mort* than just niimliers as 
a hiiyiiin i;iiide, with their re(piests 
for iK'tter yardsticks of audience 
reaction, listener loyalty, and the 
other iiitain;il)les that enter into 
liiircliase of a prddiict, this eiiorni- 
(Uis empathy hetweeii the .Veuro 
eoninumity and its local .Vegro sta- 
tion is the kind of added phis that is 
attractinn more national advertisers 
into this marketplace ever) day. 
.Vever in its history has .\'e'.iro r.idio 
had as many hhie-cliip ac-coniits .is 
it has today. N'ever in its liiston, h.is 
its ijrdwth hcen as rapid .is it is 
riiilit now. 

M the local level, ret.iilers have 
known this for (piitc some time. In 
everv' city where tlu* Neuro com- 
miinity is a factor, this fact of life 
has hccu hr(Hii;lit home. Now it h.is 



(■iieoin|).issc(l the ii.itlnii.il li-v( I 
More iii.iinil.ieturcrs .ihiiosi dailv 
.ire eoiiiiiiu tii rcdi/e this inarki lmu 
r(*v()hiti(>n is here tn st.iv . .oid th it 
if .iiiythiiiu. it will itiere.ise in ni.ii;- 
iiitiide ill the years .iliead 

Tliat is why. in our i)|iiiiii)ii 
.N'euro radio is heim; considered 
more and more .is p;irt of die l).isi( 
radio hiiy. \ii(l it slmiild he so he- 
cause 11(1 other radio f.icility rca( lies 
the Nei^ro eoninninilv h.ilf .is well 
'I'lie total market cannot he reaihed 
vvillioiit ihi.s speei.lli/ed iii.irkel, lliis 
■'citv within .i eitv" wherever it ni.iv 
he.' 

At the national level we .ire talk 
lilt; of some '10 million peojile with .i 
speiidahle iiifoiiie in e\ces\ of S2<> 
hillidii. These f.icts .ire well known 
What is perhaps just het;iimiiit; to 
he realized, however, is lli.it the 
ecoiioiiiics ol reachiiin .ind sellini; 
ihein must he re-ev .ilii.iled in the 
lii;llt of new dev elopiiienls. \ii(l 
that Neirro radio olfers tlu- surest 
and iiKist ecoiioiiiic.il vv.iv .il th<' 
present time to move ijoods to the 
|iarticiilar coiiiiiiiiiiity involved, he- 
cause it has the neeess.trv "iiricelcss 

iimredieiii"— i:\ir \'i'iiv' ^ 

BERNARD HOWARD 



\(7irc i/i the rrpfiilo for lf> 
Ucors. he liit.\ hrcit pri M(/( i\t (•/ 
/m\ OK U \l(itu)ii rc;)r('\cilf(lM( < 
(-();;i/)(ini/ Wmcc its /()ri/i(W ioi/ 
four i/('(/r\ rt_v), i( (i\ ;)r( i\t 
()/ .S'/(ir\ \(iti('iiiil rc;)\ /or mt 
i/cors In lore tlwt //i.< career 
In'coii with W. .*> C.rtMit rrps. 
and he later u orkcd leif/i tlw 
i'orjoc CoinihMMf //(' i< d/t 
IHTS iiirinhcr. 
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'SPOT-SCOPE 



Significant news, 
trends, buying 
In national spot 



R-TV CLICKS WITH PERFECT PHOTO 

PiiitFKCT PiKTio, iVcw York l)asecl photo finisliing sen'ices firm with 16 
plants across tlu' nation (annual sales of S2.3,()()0,()(X) ) , is utilizing spot 
tv and radio in Los Angeles and Philadelphia. The commercials, set to run 
for an indefinite time, feature Att Linkletter and stress convenience and 
qtiality of Perfect Photo's work. Philadelphia stations airing spots are ^VFIL- 
TV (nighttime, Monday through Sattirday), and WPEX and WIBG (run 
of schedule, seven da\'s a week). A "substantial" slice of the ad budget is 
allotted to the broadcast media, with some ftmds going to point-of-piircbase 
displays and sponsorship (not broadcast) of an L. A. Angels-Cleveland 
Indians ba.seball ganif on 13 September, with the possibility of working 
with additional baseball ctnitests as a jironiotional gambit. 



TV BUYING ACTIVITY 

• FiliCP:Perrelli canned fruits and vegetables going into Phoenix, Tucson, Salt 
Lake Cit\', Saaaniento, Fresno, San Francisco, and Los Angeles with spot 
schedules of from eight to 13 weeks beginning 1 September. At least two 
stations in each market will get portions of the budget. Buyer is Kay Shelton 
at liotsford, Constantine & Gardner (San Francisco). 

• Gerber baby food linying for a nine-week campaign slated to start the end 
of September. Drive of mostly daytime minutes planned for 90 markets, 
liuyer is Ed Nugent at D'Arcy (New York). 

• Renault fall campaign on t\' and radio will he timed for siiowioom avail- 
ability of eacli of three car lines, and placed by six distributors and 5(X) 
dealers. Agency is Fuller &• Smith & Boss (New York). 

• RalSton's Chex aiul hot cereals will launch a saturation campaign in Sejitcni- 
b(>r in 40 to 60 markets (and also a radio chi\e in IS markets). Spots will 
be aired in flights varying in length dejiending on weather conditions in 
sclectctl markets. Dick Tyler is the account exec at Guild, Dasconi & Honfigli 
(San I'rancisco ) . 



RADIO BUYING ACTIVITY 

• Filice Perrelli canned fruits and vegetables supplenu-nting t\' campaign witli 
schedules starting 1 September on two stations in each of four markets — ■ 
l.,os Angeles, Fresno, Sacramento, and San Francisco. FIlic Nelson is buyer 
at Hotsford, Constantine & Gardner (San Francisecr). 

• Mercury and Comet cars are going into more than 100 markets with flights 
varying from two to eight weeks to run througliout tlie 1964 model year. 
Campaign will exceed last year's in number of markets, frequency of spots, i 
and number of weeks. Buyer Bob O'Conncll iit New York interested in 
inimites and 30s in traffic times, some weekend, and nighttime if avails are 
excellent. Agency is Kcnyoii & Eckhardt (Detroit). I 
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Ci March 14, 1963, this photograph in the Minneapolis Star reached almost 7 
O't of 10 homes in the Minneapolis area. In addition, the Minneapolis Tribune 
r ached more than one-third of the homes. We hate to be catty, but on March 14, 
i^63, how many households in Minneapolis did your TV commercial reach? 



The 



CANADIAN BROADCASTING 
CORPORATION 

announces the appointment of 

WEED AND COMPANY 

NEW YORK • CHICAGO • DETROIT • BOSTON • ST. LOUIS • ATLANTA ■ LOS ANGELES • SAN FRANCISCO • PORTLANO • SEATTLE 

as selective sales representatives in the 
United States for their owned and operated 
English language television stations.. . 
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C80T 
CBOT 
CBM/T 

CBYT 
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SPONSOR'S 1963-64 
NEGRO MARKET ISSUE 

with 14-page state-by-state directory of Negro-appeal radio stations 
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the 
EMPHIS 
iARKET 
has 
WO EARS 




y)IA ALONE 
REACHES 

rhe 
HER ONE! 



50,000 



OF THE MEMPHIS 
AREA IS 

NEGRO 

WITH AN ANNUAL 
INCOME OF OVER 
A BILLION DOLLARS! 

WDIA 

COVERS THE LARGEST SINGLE 
NEGRO MARKET IN THE U. S. 



TOP-RATED 12 STRAIGHT YEARS 



OTHER NEGRO-PROGRAMMED SONDERUNG STATIONS 
IN CHICAGO WOPA . IN San fRANCiSCO Oakland Say aREa KDIA 

Fif*f * on Chicago'* We\I Stdr F f^f' -« Son Franc *co-OoHan<l Bay Arfa 



'NEGRO HOOPER 1961 



'NEGRO PUISE 1967 




Bernard Howard and Company sells more time 
for more Negro programmed stations than all other 

representatives in the country combined. 



BERNARD HOWARD ifc CO.. IXC. 

radio and television station representatives 

20 EAST 46th STREET NEW YORK 17, N. V. . OXFORD 7-3T50 



NEW YORK • CHICAGO • ATLANTA • l_OS ANGELES • SAN FRANCISCO 



rhere's more ... to IVIcLendon Ebony Radio... 




^ 'the Nation's highest rated Negro group" 

^Average rating position on Pulse and Hooper General Audience Surveys over a 2 year 
period ... as compared with other Negro group operations in similar or larger markets. 

^\ (Eicluding Tampa — ou^* newest facility — which captured 34% of the Total Negro Audience tn the first 30 days of broadcasting ) 
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TAMPA. ST. PETE 


BIRMINGHAM 


JACKSON 


SHREVEPORT 


LITTLE ROCK 


10.000 WATTS AT 1550 


5.000 WATTS AT 1320 


5.000 WATTS AT 1590 


10.000 WATTS AT 1550 


S.OOO WATTS AT K^O 


IN tU DIRECTIONS 




The Top-ri;ed Eoony Voice in 


Consislenty the Nilion's Hijhesl 


S 111. DREC'ONS 


i-kMIII D<l I > 


Fiondi'i Uoil Poadul 




tliliimi ] Isl Metro Mirket 


Rited Negro-ippeii Stition 


T"e Sogln«r«i; I Moil Po«e' 


Hejl I9:ei S'l' on 


Ebony Voice 






Soon - NIGHT ( Dt* 


'J Eoooy Vo ce H Gn' t 01' 








mclendon ebony 


radio 


m 






. . . Quality Negro Radio down South 



^presented nationally by BERNARD HOWARD & CO. - sea yorn • ch ckm . rus'i • s»n fisc sco • tos is5EiE3 
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THE MOST 
IMPORTANT </4' 
IN TIMEBUYING 
TODAY 




The Monday stack may hide many 
needles. SPONSOR'S not one of them. 
To a buyer, SPONSOR pops out of the 
pile as the most important V*" in his 
buying mix— that tureen of soup in the 
back of his mind that needs the con- 
stant stirring in of SPONSOR'S top-of- 
the-news; of SPONSOR'S significance- 
of-the-news; of SPONSOR'S spotting of 
trends; of SPONSOR'S scouting of the 
future. It's all about broadcasting and 
it's geared entirely to buying. SPONSOR, 
the "extra margin" in the profession of 
buying time, and the selling to time- 
buyers. 555 Fifth Avenue, New York 17. 
Telephone: 212 MUrrayhill 7-8080. 



'SPONSOR 



26 AUGUST 1963 

PART II 



Key Stories 



NEGRO "VOICE" IS HEARD 1^ 

A fresh foais on the $22 billion Negro market and its] ^ 



fast-growing, top-selling, far-reacfmig air media 



13 PEPSI-COLA TALKS TO THE PEOPLE 

Selling soft drinks is local business, so Pepsi uses Negro 
radio to reach an important local consumer market 

15 WOOK-TV GAINS WITH 100% NEGRO SCHEDULE 

The only full-time Negro-appeal tv station in the 
country, continues to grow with its market 

17 HOLTE COMMENTS ON PROGRAMING 

Negro-oriented radio shortchanges advertisers and 
audiences, says Clarence Holte 

23 MAJOR NEGRO-APPEAL RADIO STATION DIRECTORY! 
41 OTHER NEGRO-APPEAL RADIO STATION DIRECTORS 
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WCHB/.( Owned and Operated C(j "Heg 

AND IS TOTALLY IDENTIFIED WITH 655,000 DETROIT AREA 

NEGROES WHO HAVE A SPENDABLE INCOME OF OVER SEVEN 
HUNDRED MILLION DOLLARS PER YEAR. 

The above pictures draniiiticolly depict this relationship Shoun. upper left. w.Titmif for Detroit's 
history-m.iking Freedom March to bccln are Dr. Wendell Cox. co-owner of WCllIl .ind John H 
Su'ainson. former Governor of Mii-hiKcm. Upper nfiht The WCHB E'latter WaRon at CitXsi Arena 
with a part of the over-How crowd The only motor vehicles permitted in the clrmonstr.»ti n were 
from WCHB Center: Johnny Apple. N'BC News, checks last minute debils with Or Cox and 
Frank Se.vmour. General Manager, WCIIB Bottonv A part of the quirter-mi lion NrcrKs who 
participated in the massive march When local news Is m.itle and slRnificint events take pli c 
WCHB IS THERE In fact. IN DETROIT. WCHB IS THE NEGRO MARKET' 

\Vith a full time news department KivInC complete coverage of local and worldwide N'eKro news 
twelve times dailv plus balanced entertainmenl. featunng pop music. rh,\ thm and hi <^ jau 
folk tunes, spirituals and classics. WCIIB COVF.RS DETROIT'S NEGRO .MARKET LIKE A 
BLANKET KC — 1000 WATTS 



Notional Rcpreirntctivn; 

BOB DORE 
ASSOCIATES 

NtW YORK o CHICAGO 
DORA-CLAYTON 

AGtNCY ATLANTA 

BILL CREED 

ASSOCIATES 

■OSTON 

SAVALLI-GATES 

los angeles o san francisco 



..The Personality T 



wins 



THE VOICE Of PROGRESS FM COMPANION TO WCHB 

Call CR 8-1440 for advertising information 
INKSTER, MICHIGAN — DETROIT 1, MICHIGAN 
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New militancies . . . new pressures . . . new hopes 

but fresh focus on America's $22 billion 

non-white market and Its air media as... 

EGRO ''VOICE'' IS HEARD 




i iiiNc a iTC'i'nt FCC lit-arinii iii- 
voKiiiii ;i rt-qiiost hy W'EUli, 
Itimori' to hnnuU-a.st ;if niglit as 
11 as cla\\ a iuiiiiImt of N'ciirn 
ic loaders tostifiocl. In iionoral 
fir ti'stiinony wont liko this: We 
|po tlio clay will coiiu- wlion tlioro 
III) (lifToroncf hotwcoii a Xcjjro 
dio aiidioiici' and a wliito radio 
dicnco, when pc<>pK' aro pooplo. 
It that day isn't lierc \ ft. And diir- 
C this iiitfrini pfriod. wliicli may 
<l many years, tho station that 
•peals dirfctly to a sfj;nifnt of tlio 
.irket, or t<i onr coiniiiniiity, is 
iportant. 



In 196.3. tin- appeal to .XfUrocs is 
Urouinj;. .More than one of osor) 
tu<'ut\- radio stations dir«>cts all or 
part of its projirainini; t() this n>ar- 
kft. with an fstiniated sjifntlinj; 
l^ovver of $22 hiilion annual!). .More 
important, thert' are more than 1(K) 
radio stations projiraniini; to .Ve- 
Uroes full tiine. or with a major 
program proportion (set* listini;s. 
pane 11). Sipnific-anth , advertisers 
are pa\ inu more attention to tlit sc 
stations. 

The growing stren<;th of stations 
aiijiealint: to Negroes does not di- 
minish in an\' wa\ the ellorts of 



foUMti<-ss other stations dnoii<;hoMl 
tlu" eonntr\, who si-fk to .ippcal to 
the entire aiulienee \Mtliiii lh«-ir 
reach. The staLion with the hrn.id 
appeal nnqnestionahh serves the 
Xeuro audience also. Ihit without 
cloiiht, the station prourained cli- 
reeth to the N't'Hro achieves a dif- 
ferent sort of icic'iititv. Or einpathv . 
the latter word one which cropN up 
fre(|nentlv in the {romnu-nts of sta- 
tion e\eentiv os. 

The purpose here is not to clis- 
c iiNs whetht'r or not the general aji- 
jieal station serves the N'egro. cer- 
lainlv it (hx-s, since even within aiiv 
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ijivon giou]), tlicre are main' diflei- 
eiit le\els or tastes. Surely it would 
be a mistake to assume that nil Ne- 
groes listen excliisi\'ely to N'egro- 
apixMl radio. But just as eertaiii is 
the faet that many Negroes da listen 
t(> NegnJ-appeal stations and in ver\' 
sizeable numbers. 

In the \vr)rds of one station c\- 
eeutive, who programs to the broad 
audienee though his market in- 
cludes a substantial luimher of Ne- 
groes: "Perhaps tiie real secret of 
radio is this matter of partieipation 



eiVive, Armstrong Cork, Standard 
lirands, and Pharmaeo, to name a 
few of the clients. 

Illinois Bell Telephone, in a let- 
ter to WVON, Chieago notes this 
reaction to a campaign to an ad- 
\'ertiser: "Tlie following is a list of 
the number of times 'busy' condi- 
tions were recorded hecau.se iill 
your telephone lines were in use 
simultaneously. Ik'adings were not 
available Wednesday, 12 June, be- 
cause the response to your invita- 
tion to call the studio was so great. 



and surrounding areas that \v 
serve. Also,^ we feel regarding ou 
.sales in the super markets, whicl 
ha\'e increased, that a certain pei 
centage can be credited to your lis 
teners whom we know are quit 
loyal to WILA Radio . . . "thei 
staticm." 

For W'LIB, New York, empathy 
demonstrated \ia a Festival of th 
IVrforming Negro Arts, which 
sponsoretl, and is staged in Came 
gie Hall, New York. Tiiis year, th 
hall was again jammed, with sc 




Bursting at the seams Point of sale aid 

Tip-Top TmIoiiI Contest stuKcd hy WCHH, Detroit hroii<;ht Nogro-appcal .stations frequently s" to the stores to aid in s 

12(),()()0 wrappers, more tlian the station's "Pfatter Wacon" of advorti.sed product. KCFL, L. A. deejays Johnny Magi 

could hold. Woman's editor Trudy Hayiies surveys situation and l\ud> Harvey arc shown in typical in-store sec 



and identification, the empathy that 
one establishes with aii audience. 
All of our people on the air try to 
he friendly. They try to make the 
audience identify with theni. 1 thiirk 
in the Negfo market station, tliere is 
tiiat racial identity or ethnic iden- 
tity which is so important to tiie lis- 
tener." 

Negro-inipeal stations are build- 
ing empathy, and adsertisers are 
finding it pays off in sales to capital- 
ize on this close identify 

The list of comi)anies using 
Negro-apjx-al stations closely re- 
sembles any other ad\ertiser list. 
W'MAP, Noi folk, \'a., reports its sta- 
tion has bi'cn usi'il suecessfully as 
a lest of Xi'gio programed railio by 
Procter & Cainlrle, Colgate-I'alm- 



tlie central office lines serving your 
area were completely jammed." 
There follows ;i lengthy list of dates 
and times. 

Ted Bates \ iee president William 
J. J.ost reported this to WUFO, Buf- 
falo: "I want to e\])ress our thanks 
and heartfelt appreciation for -your 
efforts above and beyond the call 
of duly for your great contribution 
hi making our Phy sical Fitness Pro- 
gram a howling success. . . . You 
ha\'e brought great glory to tlie 
ratlio inilustry as well as to adver- 
tising." 

Ilolsum Baking in Danville, \'a., 
had this to say about a campaign on 
WILA: "We can see a di'finile in- 
crease in sales of Ilolsum Brinul in 
the N'egriy outlets here in l)an\:ille 



eral thousand ticket recjuests turn 
down. A station e.\eeuti\e adds: 

"We broadcast this concert I' 
three hours. But our audienee pac; 
its way into the Hall to join us j 
staging the 'Festival' That's e- 
pathv." 

From KNOk', Fort Worth. Tex. 
comes this added comment from 
local tv dealer: "We received tw 
as many c\ills from your station >^ 
we did from the others we ran." 

While building identity with 
diences, and successful results r 
advertisers, Negro-appeal stati"S 
ba\e also accunnilated a host f 
facts, figures, anil resiMn-Ii on tl r 
stations and markets. If there \s 
any \()i(l in this area .se\ eral yc s 
ago, it is being filleil. And a gr t 
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Pral of il;it;i on tdf Ni-i^ro iiKirkft 
T Ikmiij; :u1(1(><I constantly. 

Tlic IWK) ('cnsns prov itlfd sales 
ininnnitinn with a new connt of 
I u- population in citii-s. sln)\vini; the 
^piil growth i)f N\'i;riH's. To cifo 
' lit (iiK> instantv: U'AMO, Pitts- 
■> iir.uli reports I'itt.sl)nri;li's ,\'ci;ro 
Harkct increased 111 frmii \m) to 
while the wliite popnlatitni 
(vlined 15?. The .station also 
notes the Ceiisns that .\'ei»r<) home 
kviiership increastnl Sl.Sf. while 
hite home ownership increased hv 
nly S.f)T. 

The \*ei;ro popnlation, olficially 
ihiilatfd hy the HJfit) Censns at 
S.9 million, is estimated at nearly 
1).5 million in 190:}. I'niike the 
hit*' jiopnlation which is spr»'ad 
wrv evenly, .\'ej;roes are con»'en- 
ated hea\ily within cities. Since 
ich station has a different co\-er- 
L;e ar»'a. dependinj; on powi-r and 
ecpieney, and in;vsnmch as popu- 
ilion shifts have already made the 
DfiO fij;nres somewhat ohsolete. 
;ation co\'erat;e fii;iircs arc hesl oh- 
• lined from the station itself. A 
eneral idea liowe\'er. of where the 
iecro population is locat<Hl t<ula\-. 
II a state hasis is pro\"ided (s(>e 
acos 11). 

I'sini; an animal growth rate of 
07 (as in the 19.i()-()() decatio). 
onsiiltaiit Harold Walker pretlicts 
ic .\ei;ro population will total '2A.3 
lillioii h\- l!)7(). ;ind 31.7 inillion h\ 
!)S(). Hy tli<> \ ear i^tXX), lu> estimate's 
icre will he some 52.S million 
.ei;roes. 

.Another arm of the j;o\ernment. 
10 Hiireaii of Lahor Statistics, has 
Isd 0)me lip with significant sta- 
stics. I'recpiently <pioti'd are fiij- 
ros showinir \c<jro fixnl store piir- 
lia.ses (>\ceed whites at all income 
•vols. While families with SKXX)- 
2000 income spend S)S3 aninialh', 
lys the Imreaii. while Negroes 
(K-nil S515. At the other end, w hite 
^milios earnini; hctw eeo ST.'jOO anil 
10,000 spend an axcrage of .$1 105 
•> footl stores. c<inipared w ith S15S() 
>r negro families. 

Hut tlii.s is only the heginiiiiig. 
iany stations have prepared their 
wn siir\eys. WCHH. Detroit, in a 
hidy titled "Detroit's Negro .\lar- 
«'t in I'rofilo." pre<licls that the 
•pgro population in Detroit will 



(•\fe<-d iAYi of the city's population 
l)\ UJ75. In l!Ki<), the per< eiitai;e 
was 29.1?. 

Other highliglits of the UCllH 
stiuK : llu- Negro spends hetter than 
one dollar out of ex'erv fWv tli.it is 
spent in Detroit, the Detroit .Negro 
is geiK-rallv younger; two out of 
ever\' fi\c Detroit Ni'groes own or 
are hiiying their own hdmes, and 
iinire respondents tiiriu-d to radio 
than .ill other media coinhined 
(51. 1'/ for ra.lio). 

The latter eonclnsion is hacked 



t.iils. see sl-<i\M)ii, 19 .\iignst I Ih'- 
pnrting on <■ iniinher of pr(Mliuts 
WWHl.'s stiuK eOmp.ircil pnriliasr 
of a iiiiiiiher of priHlnils h\ Ne- 
gri'ies, as opposed to whiles H\ 
pro<hict group, and pernnlvine 
.Negro piiri liases oxer wliiti- pnr- 
i-liiisi's, the Mir\i-\ went like this: 
sliortciiiiig 11S7 higher, soft drinks 
l!/7 hiulicr; margarine 22"? Iiigln r. 
l.iniidrx prodiuts 4.17 higher. t<i 
name a few. The hrands iise»l l)> 
Negroes':' Often tin- In-st. 

Continent.il Hroadcjisting's fi\e- 




"Best in Parade ' award 

Miitin^ ci)ri>\ of fiidio |iiTM>ii.iIitii s of K.-VT/C. .^t. Louis nxli .ilniie uilli lln.il in sprti.il 
I'clchration lo win lop lidiiors for llic d.iA as wi ll a- uriimotiiit; M fvitt-s .inil .iiiiIhiik 



lip \t\ ;i Harvard Hiisiness He\i<'w 
stnd\ citi'd in a presentation from 
kPHS. Kansas Cil> , In a sliduly 
different (piestion. the Hex iew found 
Vft of Negr<H'.s- consmiH'rs spi-nt tiie 
most time with radio, against 2S7 
for t\. 267 for newspapers, ami 77 
for magazines. I'or the w liiti' con- 
sinner, -Mt sjieiit most time- with t\\ 
.377 newspapers. 1.57 radio, .ind M 
with magazines. 

(fixing aildeil strength to the ar- 
giinuMits for Ni'gro-apiH'.il r.iilio are 
a nnmher of stiidii-s w Inch show the 
.Negro spends not onh' more for 
many products than his white 
counterpart, hut also hiiys the liest 
hrand.s. 

.Most recent is frnm WWHL 
.New York (for more complete de- 



cit\ stiidx e.irlier this \i-ar slidwed 
similar resnlts. I'rodiuts with the 
higln'st percent. igc of users in .ill 
fixe cities included \t.i\well House. 
Jell-O. Nahisi-o cookies. Hird'v I'.w 
fro/en fruits .ind \(>get.ihles. l-'lor 
sheiin shoes, and iii.iin others of 
hr.ind n.nne st.itiire. One footnote to 
the stiidx : (pi.ility hual hrands ad- 
xfrlisi'd to .Negr(H's in some (.ises 
siirp.issed the popiilaritx of n.ition.d 
hr.mils which dill not h.i\e Ncuro 
m.irketing support. 

.Viiotlier report from KCl'J. Los 
Vngeh's showed these .iinong the 
f.iNorites: \\C..\ t\ sets. Co<Hl\e,ir 
tires. Dclit) h.itteries. While Clicx- 
roli't vv.is till' Icidimr .into N\ith 167 
ownimj among those siir\e\itl for 
the st.ilion. 77 had C.iilillais. 7» h.id 
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Reaching out to the consumer 

W'ilkiiis Colh i- is the Ixneficiiiiy lierc of a spocial iii-stoie ilisplay arranuccl l)y W'EUH, 
Halliinoro. Inclii<lc(l in tlie iiH-icliaiulisins; arc piodiict deiinnistration.s as well as ilisphi> 



Uin'cks, 3% had Tluinclcihircl.s, and 
4% liad Lincoliis, 73% liad record 
players, 5 1^? liad lii-fit sots. 

From a KCOH, Houston (jnalita- 
live snrve\' oi Xegro lun infi habits 
comes this information: A sample ot 
3,112 shopiiers in Houston super- 
markets show ed moic hu\ insi butter 



(455) than olco (281), a switch on 
llie national buying pattern. Steak 
huNcrs (326) topped j^round meat 
pnrcha.sers (281 ). 

An added product note comes 
Irom WUFO, Hulfalo: Negro males 
siiend SO"* more on shoes than the 
geiieral market average, 3tJ? more 



than .iverage on i)»"rs(inal care items. 

W'OOFC, \yasliington (which also 
has the only Negro station now 
hrnadcastiiig in tlie United States^ 
has conipilejl a complete presenta- 
tion on the capital city which it 
calls the "richest, most responsive, 
buying Negro market in the coun- 
try." Negroes in Washington coin- 
prise 53.95? oi the total population 
"the highest per cent of Negroes tr 
the central city population of an\ 
cit\' in the comitr>'. While the na- 
tional median Negro family iiiconK 
is pegged at S3.2.33, the Washingtor 
famiK- lias a median of S4423, witl 
a quarter of the Negroes workirr. 
for the gONcrnment, Like the pic 
fuie nationally, the inajorit\ of Ne 
gro adults in Washington are young 
with good purchasins; power 
WOOK adds. 

Across the nation, ICCAC, Fhoeni 
oders a comiiarable picture, as Ji 
man\' other stations. The station re 
ports 41,500 Negroes in the grcute 
Phoenix area, with median income 
ill excess of S4,0(K) per famiK . 
Marketing and promotion 

Stations offer not only facts alwr 
themselves, hut are prepared to g 
to work in many ways to assist tli 
advertiser in marketing and prouic 
tion. Among the examples: 
• WVON, Chicago offers calls o 
key retailers, mailings, in-sfore di. 
pla\s, or will have their women 
director promote products throuc 
the u.se of women's and social chih 

• KBIX, Muskogee has a weckl 
■ Spiu-A-Hania Chart" distriluited I 
record shops, drug stores, grocri 
stores, and other outlets, with ai 
vertising mes.sage on it» as well : 
lop tunes. 

• WCIIB, Detroit run.«! "Opcr 
tiiin Picnic Basket," giving aw; 
prizes to those who have certa 
adverti.ser products in their pica 
baskets at one of tiuee parks. 

. WHOK, New Orleans has sp 
cial tie-ins at the l^ouisiana St;i 
Negro Fair, monthly mailers, sto 
displays and point of purchase d 
plays. 

• WNOO, Chattanooga sen 
mailers to stores giving full dcta 
of advertising on the station, con] 
ed with a "shelf-talker." 

. WliRD, Atlanta has WKH 
Ilomeniakers Clubs to work w 




It's Tip-Top in Chicago 

Ward's Tip Top Talent Hunt in Cliic.igo .ilso brought a lu>st of wrappers to \\'A.\1". Tlic 
wLipin rs w<T»- iifcdcd to validate votis from tlu' piddie to »l<'t»-riniiie contest finalists 
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lioiiscu'iws ill ail sections of Mi'tro- 
politaii Atlanta. 

• KDIA, Oakland San Francisco 
hits the merchants directly with 
pmmotional mailers, selling \'ia 
print not only the station, hut S'^'hig 
the advertiser an additional plug. 

. W'WHL. Woodside, Long Is- 
land stages a musical talent hunt 
111 conjunction with the Ward hak- 
ers, with the contest lunning over 
a period of 13 weeks. 

• KYOIC, Houston takes to tlie 
speeial event route also to assist 
advertisers with a Christmas party, 
a weekly "sock hop" and other 
e\ciits. 

Programing and Pnhlic Service 

.\s noted ahoxe, Negro-appeal 
stations use special program promo- 
tions to liariicss ad\ertising selling 
l)()wer. Hnt they cover other areas 
of interest wliicli form the hackhone 
of their empathy with the audience. 

Pojiular music is the hig attrac- 
tion. As W'DIA, Memphis reports: 
"It's true that WDIA and other radio 
outlets don't broadcast much of W. 
C. Handy. Hut it's because our 
\()ung listeners won't sit still for 
Hand)". Tlie\' want the lively ones. 
Rock and Holl. Or something un- 
usual, with a crazy beat." 

Cospel music is also becoming 
big across the country, W'DIA adds. 
"It's hig at WDIA, but not with the 




Personalities go to work 

With tlu- pcrsoniilily playing a major role in btiil(Iinj{ empathy for the advertiser, appear 
anccs in \tore.s' are freqiient. \\'JMO's John Slade in Cleveland store sells Genesee Bcei 



younger listeners. They prefer rock 
aiul roll." 

The amount of gospel music car- 
rietl b\' N'egro-appeal stations ac- 
counts in part for niuisually high 
amount of religious programing re- 
ported 1)V stations (see listings). 

While religious in nature, it car- 
ries an appeal to adverti.sers. 
WWHL's recent annual Gospel 
Singing Contest, sponsored by Aunt 
Jemima Flour, was attended by 
more than 5,()()() persons who filled 
Washington Temple in Brooklsn. 



To the schedule of both ix)puld< 
and gospel music, Xegro-appeal sta 
lions add other ingredients. W'lLA 
Danville, \'a. gives these additiona, 
reasons why the Negro listen* 
news, free social announcements, re 
ligious programs, parties, basebal 
flow ling, school programs. 

Last but by no means least 
the countless public service event 
WAMO. Pittsburgh, one of a niiir 
her of typical examples, sebediilc 
team teaching in cooperation 
(Please turn to Pa<ie 




Musical appeal 

W'liile \V. (j. Handy li;is ix-eomc passe, 
tiHl.iy's pop music draws tlioiisands. 
With llifse younn .Memphis dancers, the 
transistor radio is tuned to WOIA as they 
stand Ix-forc llandy's st;itiie in local park 
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Supermarket display 

kJli T, lieanmont identifies itself with one 
of its advertisers, I'roeter & Gamble's 
Tidi", as part of its merehandisinK cain- 
painn to build both andienec for its .sta- 
tion atid (joixi will for radio advertisers 




Product and pageant 

KDIA, Oakland p«rsonalitics Georg 
ford and Uolaiul Porter Ret in a eoniiix 



se ci 



cial phiR during San Francisco "M' 
Bronze I'aneant" while takinp part in t 
event for the Bav Area radio stalii 
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ow Pepsi Cola talks TO the market 



egro radio reaches audience 
ith airborne ''personality power' 



By PHILIP B. HINERFELD 

cc ;>rr.vii/cii< mu/ tlirvclor of mli i rlisixti; 
I'rpst l iilil C Diti/xiiil/ 

,^i;rsi-c:()i. \'s 1)i();k1 natioiiiil ;uKci- 
ti.siii^ la\'s down an overall 
iia,i;(' and mood for orn' product, 
lit si'llinu soft th inks is priinariK' a 
cal l)nsin('ss, and a loi-al l)nsin('ss 
cods liood local selling tools. 
That's why I'cpsi-Cola strorri^K 
Ivist's its l)otth'rs to use Nciiro 
idio — an cllccti\ c, tlirrct and llt \i- 
If local scllinn tool for an inipor- 
\nt coiisiin>in<i market. .\nd IVpsi- 
ola hottliTs use this mcdinm. In 



onr Cliarlottt' rcjiion, foi- cxaniplc 
lucniv five holtlcrs lia\'c local Xc- 
Uro ra^lio stations iU";ulal)lc: ttrrirt]/- 
tliict' holtlcrs nsc them on a coiilin- 
nini; basis. 

\\ hfir wc plan an adv'citisini; 
campaign for an\' ni.irkcl uc hcuin 
with one \ cr\' siniplc pri'misc: onr 
acKcrtisinu must talk to the people, 
it mrrsl use inedi.) that talk lo an 
antlience. not iihoiit ihein, and it 
must use messafjes that lia\f direct 
appeal. 

Tlie i(.\t;ular radio commercials 
tiiat ue prepare for our bottlers arc 



lindt aroimd our i:(.'n<-r.d tlx inr, 
■■\os\ it's I'epsi for 'I'liose Who 
Think Voimi;-" In in.ui\ ue add or 
pro\i<le spai'e lor. loi.il direct mes- 
sages: ue.ilher annoniieeMienls lo- 
cal nio\ ie si hfdnles, local sports af - 
ti\ ities. Some of onr comnien iais tie 
in the ))roduct with uell-known 
comniiniit\ locations in e.icli m.ir- 
ket. 

These corrnnercials talk t\\rrt thi 
to tiieir audience. 

(Jnr bottlers nse Neiiro ratlio for 
tlie same purpose, and in the same 
\\.r\s. .Srrre, we reali/.e that other 
media ri'iuli N'enroes, but uc uarrt 
to do more than re.rch: we u.oit to 
sr//. 

VeUro radio talks to its andimees 
in a special, intim.ite \\a\ . .md it 
reaches more of this .uidienie. with 




ntinuing merchandising support 

il.i(lflphi.i st.itioiiN .vi-HMliKlit iliirt-renl N'«'Uro .-irc;i \lnro c.icli in return for sp<-ti.il mi.inn ^lI^pl.l>^. ('iiN|iun<r .iJnAf puis up .t 

p<i viv p.>ck from iii-storr ilispl.iy .nrr.iimcii li> W'lI.VT, I'hil.iilclplii.i in WUjM of llu- .uKi rtiM r Suili divpLiNN imna't mIis 
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iiion- lrc(iiuiic\ . and in mine pl.iccs 
tluui an\ other inediinn. 

W V don't prepare speeial eopy 
eoininereials for N'eiiro radio. \Vc 
want tlie Nojiro radio iiiidience to 
■'Think Voiniu" — to identif\' witli 
onr ()\<'rall theme. And we feel that 
XcRioe-s are just as interested in our 
local aeti\ities eonnnercial,'; as any- 
one else. 

Fint. we do Mifjgest to oin hottlers 
thai tiiey |iro\ide some further iden- 
tifieation with this audicnee, as we 
do in our jirint camiiaigus by usinjj 
Xeijro models. W e suj^gest that the\ 
add to the power of their Net^ro 
radio canipaiuns b\' making s^ood 
nse of its strong poiTits: loenl per- 
sonality identification; strong teen- 
age apjieal; effective merchandising 
lid; pouertui comniuuitx' influence. 

"Don't jii.st l)U>' traffic tiine, or 
spot saturation on Negro radio," wc 
sa)-. "Let that station work with 
you. and work for \-ou, in the wa\ 
it works hesl." 

\V(> feel that personalitx' identifi- 
cation is one of Xegro radio's 
strongest points — identifying the 
product w ith disk jocke\ s jiersonali- 
ties and announcers w ho are w idel\ 
known and followed in the local 
coniinimit)'. Why waste this person- 
alit\' power.-' 

"^Vv suggest that they use our 
regnlar eonnnercials, and dien add 
personal produc t sell with li\-e tags 
or leads. .And, wherever possible, 
our bottlers tr\' to get good jierson- 
alities on an exclnsive Iwsis, sir that 
they can represent Fepsi-Cola iu tlie 
eommnnity outside of broadcast 
hours. 

For example, onr f)ottler in De- 
troit has regular schedules on the 
two local Xegro station.s — WCllH 
and WJLH. He puts his heaviest 
weight on Larry Dixon, of W'CHH. 
Larry may fill a minute spot with a 
30-.secon(l commercial and a 3()-see- 
oiid li\e Pepsi sell in bis own style. 
On top of that, he promotes IVpsi- 
Cola as a regular part of his weekly 
teen dances at the luial ballroom. 

The piles of Pepsi boHleeaps col- 
lected as adnii.ssion at Larr\''s dance 
parties are mounting rajiidly — and 
Pepsi sales in Detroit's Negro eoni- 
uuniities are mounting just as fast. 

.Another enterprising Pepsi bo!- 
fler is using radio with a speefal 

H 



pitch lor bis Negro \ outh market: a 
top announcer airs daily interviews 
with high-schoolers, and has young- 
sters throughcnit the area waiting 
excitedly for their moment on Peji- 
si's "Teen Times." 

In New Orleans, the Pejisi-Cola 
bottler and his special markets rep- 
resentative went a step beyond 
identif\ ing Pepsi with a radio per- 
sonality: special representative by 
Sy Simon, a former d. j., went on 
the air hiui.s'elf to host the "Pepsi- 
Cola Hand Staml. "These tbree-hoiu 



Patio Jtbrougbout the eommnnity 

One of the' strongest lestimoniab 
to the merchandising power of 
Negro radio is being gi\en iu Phil- 
adelphia, where two stations beam 
ed to this market — WD.AS anc 
WHAT — are part of the local hot 
tier's continuing media plan. 

The stations spotlight a differen 
Negro area store each day by nam 
and location, in return for specia 
mass displax's and extra shelf spac 
for Pepsi-Cola i^roducts and p.o.p 
materials. The station personalitii 




Special markets representative 

PcpNi Cola spociiil rriircscntatixT S> Simon is .>.ho\vn with junior ami senior hinli .■icli 
jliicst.s at one ot his wcckK "lVli'>i Cola Hand Stands" tarried liy W'VLD. .\e\v Orli-a 



platter parties for Negro junior-aud- 
senior high schoolers, are pulling 
close to 2,()()() youngsters each week, 
with tickets spread through the 
schools and Y's, and conniiunity 
centers by W'VLD. 

To introduce our new low calorie 
drink. Patio Diet Cola, in one eom- 
nnmitx', the bottler bad a well- 
known Negro hostess and chanii- 
.school head tape a serii's of ^'A min- 
ute talks on good grooming, health, 
and physical fitness, with Patio eoni- 
niereials added. Tlien. the hostess 
made i5erson;rl appearances for 



also ])eriodically air in-store am 
sidewalk consumer inter\iew^ 
again spotlighting the stores ;ni 
Pepsi-Cola. 

Pe])si-Cola is getting big displ; 
space, speeial ]).o.p. attention, f;i 
orahle trade interest anci eonsidc 
abl\' more sales. 

1 don't want to give the iinpre 
sion that Negro radio, or any ot 
meilium, stands alone for Pop;< 
Cola and its bottlers. But, Nec 
radio has a strong pint in our tot 
effort and it icnrks for Pepsi-Co 
bottlers. f 
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elling to the future 

i i rnrriimii Itiiticr Piirlii i.irm il Ii\ WOOK- TX' Im-I- jO li> ()<> looii.iui-rs cl.iil> . ll.l^ Ixi.iril uf tlin ilnrs wlii) iiiil>< .mil < nf in ■ 

iic mil ".. Trrns >.< l<-<.; r<i,()ril-. .11 1 .i- Hour iM.ii).ii;< rN. Sl.ir- like (Inirm- Mjli.iris. Liiincl 1 l.niipliiii. ()s<.ir Itruuii. Tin- Drifli t;i -I 



WOOK-TV IS flourishing 
with 100% Negro schedule 

United Broadcasting outlet, only full-time Negro-appeal 
station in ttie country, is pioneer, crusader and profit-maker 



Cw .1 t\ sfaiion m;ikf nood with 
a sc'lu'iiiilo appcalinti onK" to a 
nin<)rit\ of virw crs? W ill the .\('i;!i> 
uarkct support (aiul. inorr iinpor- 
antK, will aiKoitisors lin>') a st.i- 
ion telecasting to a racial autlieiicc 
I) ail era u here c\cii tlie most ntoti- 
■St tv station ovfrhead is si/;»l)lt'.'' 

One ol tlu' few liro;ulcasters who 
t;»s an answer that's ntore than iii- 
ornu'tl i;iiesswork is John Panaijos. 
•M'cntive \ .p. of I'nited Mro;ulcast- 
n^ Co.. owniTS anil opt'nitors nf 
ho coinitry s only full-tinu' N'ejjro- 
ippeal tv stati.ni. \\()()K-T\'. 
A ashinnton. D. C. 
. lie told si-ONSoii: 

"After fi\e months on the air witii 
.VO()K-T\\ I'nited Broadcast in-^ 
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Contpany ieels that c(»nnnnnity ac- 
ceptance anil aiKcrtiser acceptance 
is enconraninii enoni;h to start e\- 
pansion lu-re in Washington, jihis 
openini; ,1 iihf st.ition in iialtinior<-. 
Mar\l.nul within 10 months. 

"lien' in W'asliiniiton. we plan to 
add. in addititni to onr cnrrent facil- 
ities of S.(KK) sipi.ire feet, adilition.il 
stnilii) spaci- with offices and pro- 
jection roon»s. We are enconraijeil 
In letters ue received from the 
Electric Institnte of W.ishinuton 
tellinii ns that, as of 13 .\ui;nst 
tluTC an' now 1(1.3. 7(X) Intnies i-cpiip- 
peil t<» receive nhf ch.otnols. This 
l»ives W()()K-T\' a potenti.d view- 
ing .nidience of .dmost one half 
million people. 



" \c( orilinu to a siiiA e\ condii ted 
l)v W.iltt'V C'.erson anil \ssoci.ites. 
il.iteil I \pril. I')fi3. vvlu n were 
on the .lir onlv one .nid .1 li.ilt 
nnniths. onr niglitlv vievvinu .nidi- 
ence r.nmed from 1 t.(X)() to 1S.(»(M( 
homes. \t that time there were indv 
.ippvoxint.itely fi().()(Kl nhl hontes in 
\\ ashinuton. H.ised on this, it would 
he s.ife to .issnme tli.it onr viewers 
now range from 22,(MX) to .Ij.tMK) 
homes each evening. 

.\ilvertisers on the pionc<-r .\euro- 
appeal tv outlet li.ive l.ired well, 
accoriliiig to I'lKVs I'an.igiK lie 
put it this w.iv 

"< )f the oriiim.d advertisers signed. 
I .nil hap|)v to reptirt tli.it over 
^HYl li.ivt' renewed or ret.iiiied .iil- 
vt-rtising schedules. We li.ue ve.irlv 
contracts from firms snch .is .Safe- 
vv .iv Stori's. liililvv eiser. llov.il 
Crown Hair DrcvMHi;. Sincl.ur Oil. 
Speetl Queen Washers .iiid Drvers, 
.Seven-l'p. Newport Ciu.irettes ,inil 
in.mv. iii.inv lot.il ret.iil .icx-<jiints 

"Uesnlts ii.ive heen nxist gr.iti' 
fving. One of tJie speiial offers to 
onr .iilvertisers is tli.it we will pro- 
duce, under tlieir diri-ction. coni- 
inerci.ils in onr own studios on 
video t.ipe on Ifinnn film witi) the 
Mse of Negro announcers and Ne- 

r. 




Planning for the future 

Expansion plans -.iro already in tlic pianning slaKe>. Lookinj; at the hlucpriiits for adtli- 
tional studios ami olfict- space arc Al Kinscy, slatioa iiianairer; Jolm I'anaKos, soncTal 
inan.ifjcr, and 'IVx Clatliiuirs, proKrain director. WOO/C- TV invest nent is np to S750,()(K) 
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gro models, or white moiiels and 
announcers if they so prefer. We 
feel we liave'inade a breakthrough 
for job opportunities." 

Programing scheduled by the sta- 
tion — 75% of whose staff is Xegro, 
witli tlie remainder whites — is by 
no means confined in its appeal on/i/ 
to the large (55'?) noii-wliite seg- 
ment in the capital's population. 
.Much of the programing has its 
base ill t()da\''s pop music, the kind 
of music which gets lots of radio 
airplay from pop stations and not 
much exposure in network tv. 

Panagos cites this example: 

"Last Thursday, we had as a 
guest artist George .Maliaris of 
Route fifi on our nightly Teenarama 
danec program. We have had sueh 
talents iippcaiing on this program 
as Dee Dee Sharp, The Dovclls. 
The Drifters, Hoy Hamilton, Oscar 
Brown, Lionel Hampton and his 
big band and many, man\ big star 
names, plus many other new ones 
coming up who would not get ex- 
posure under any other tcle\ision 
setup throughout the country." 

Networks, Panagos feels, do "an 
exeellent job" in tv nationalK-, hut 
lea\e an important gap to be filled. 
■■E\er\' market in .Vincrica lias a 
specific need to present programs 
which appeal to the local coinimin- 
it\\ be it Negro, Spanish, Italian or 
(Please turn to po'^e 20) 



Selling today 

\\0()K-'l\"s Dec F'ortcr does recular 
Speed Queen waslier-drj'cr spot for Heeli- 
incer's ui Wa.sliin'jton. Station places 
heavy emphasis on .special prixluctiou for 
ad spots usin({ Xe(;ro or white models 



Working with advertisers 

Cliir Ilolhnxl, station personality, aii<l 
Anhcn.s< r-Husch niarkctinn specialist Wal- 
ler Hay join tc)g< tlicr in iiitr<Kluet<iry coin- 
iniTcinl for ni-w tal) top can. Uudweiser 
is on yearlv contract to sell via the station 
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)ay-to-day situations motivate the non-white Americans; 
jesire to improve their status is primary interest 



I 



How the Negro market thinks ... and buys 



By CLARENCE L. HOLTE 

tmirki titin v(i;ii ri i.vor 
liiittri), Hiirtoti, l)ur.\titii' antt (Ixhorti 

rm: basis for thi- \i'i;n) lonsmruT 
m.irkot is folor aiul lunlix'alions. 
Tlif folor of Xfilroi's distiu- 
nislu's tlifiU from tlu' wliitf popii- 
ition. Tlicrt* is iiotliin;^ discrftion- 
r\ ahoiil llio idfutificatioii of tlu' 
wi) racial uronps. Hi-cansi' of tlu-ir 
olor and l)fiiii; a miiiorih' ^ronp. 
.'fUnu's ari" rt'lfyatt'd to a subord- 
lak" status in Anu'rii-an socioty 
liic'li tlu'\' cannot rise al)o\t'. 
\'lu'tlu'r tlic indixidnal i> Halph 
>iniclu\ Ccorm- W. Carscr, Jackie 
lohinson. Joe Lonis, IDiiki' I'^llini;- 
)n or a Millionaire lu> is still a 
cijrd and nnal)lc to cn)\)\ tliir- fnll 
nt'fits and lilossinjis of American 
cniocracy. Tliis fact does not need 
Ocnmontation. nor docs tlu* Xc- 
t)'s reaction to it^ in li^ht of prcs- 
it-day revelations and happeninjis 
1 tlie racial front. 
It is ohvions that the primary in- 
rest of N'etiroes centers around 
V liy day situations calcidateil to 
iprove tiu'ir status, antl the nioti- 
itions home from these expi'ri- 
Hvs are vastly tlifferent from those 
irmed by the white population, 
nee individuals are the sum-total 
their experieuce, a hasic division 
'tween whites and Xenroes is in- 
capahlo in American life, and it 
ill cdutinuc until the ineciuities 
e5r(H's experieuce are cliuiiuated. 
It is tiiercfore erroneous to he- 
ve that Xcgroes haw liccomc so 
doctrinated in Anulo-Saxon cul- 
■rc that racial eonsitlcrations 



should not !»• a factor iu lUMrketiim. 

ConsecpieutK the \iuerii-au lou- 
siuuei uiarket has two divisions: one 
consisting of individuals classified 
as white who see th<Mnsel\('s relief- 
led in media orienl(>d to them; and 
the otiu'r is nonwhite, of which 92? 
iire Xcgroes, who as cousunu'rs, in- 



stinitixcK' desire the s.um- refoi;ni- 
tiou. To spark more th.m c.isii.il in- 
terest iu a pnnhict, the luanuf.ic- 
turi'r must extend to these eon^um- 
rrs the recouuitiou the_\ desire. 
They must have the con\-iction .dso 
that their purchasi's lu'lp the mic- 
eess of nianufacturers who maint.u'u 

.tat 




Classial Jazz Gospel] 
Popular Music 





Music draws crowds 

W LIh, .New York «'ds forced to tum away cro«ds nt «prci.J niiiMC progrnin st.iccil at 
f.iiixtl C.ini<'4;ic ll.iil for .jii atlvcrtisrr. Show fp.iturrd pvi r>tliii>K from Ro^ix-I to pop 
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fail c'lnployincnt practicvs. 

Altlioiijjii N'c'jiroes conipriseil 
lO.G"? of tlu' total population in 
I960, tliev coi istitutc'd 25? of tlu' 
angreiiate population in 78 of the 
largest cities in the conntry. TJiis 
includes snch liinh volume markets 
as N'ew York City where one in 
sev en is Negro; Chicago, nearly one 
in four; Philadelphia, more than one 
in four; Detroit, Cleveland, St. 
Louis, nearly one in three; Haiti- 



more, X'ewark, more than one in 
three; and the District of Columbia, 
more than one in two. 

With this proportion of an\' C'(m- 
snnier group sharing such markets 
as indicated, there should be no 
question about the effect that they 
have on sales, unless they were nil 
paupers which is far from being the 
case. 

There are disparities in the in- 
come, education, occupation and 



i-mplox nient of Negroes, the reasons 
of whicli ncod no elaboration since 
the\' are generally known, but wliat 
should be of more importance to 
advertisers are trends in the char 
acteristics of these consumers. It is 
significant that l)etween 1950 and 
1960 they multiplied 7% faster than 
the general population, thus the 
market is an expanding one; on the 
average, these a)nsumers are seven 
years \ounger than white consum 
eis. therefore the\' represent an at 
tvacti\e market for brand cultiva 
tion; inigrati(m to industrial centers 
where higher pa\' can be earned is 
continuing. W^th the exclusion ol 
the District of Columbia wliicli is 
not an industrial city, the mediar 
incomes of Negro families as a per 
cent of total families in tlie citief 
pr('\ ionsly mentioned, ranged fron 
57.7? in St. Louis to 74.6? in Ne\\ 
York; and in total urban areas tlu 
IKMcent was 60.2. 

Despie the existence of dispari 
ties, tl»c .shift in Negro populatioi 
from a rural to an urban group ha 
heightened their perspectives, de 
termination and pride. They .see an( 
understand the machination of poli 
ticians and are inspired by th* 
emergence of new .\frican states. 

The philosophy that they liav 
adopted in substance is: 'Ask fo 
what \ ()U want, take what you gel 
use what you have to get what yot 
want." 

It is in keeping with this philosc 
phy that massive demonstrations f 
various kinds are being staged. A 
a result, the Federal Covevnmen 
Iras taken the initiative to diminis 
the ilisabilities suffered b\' N'cgrtx 
anil whii'h affect the economy of th 
lountry. 

In tlu- short span of a few moiitl' 
substanlial progress has been mad 
with the support of connncrce an 
inclustiN, and labor, in particula 
There is eviM\" indication that th 
[progress made will gain momei 
turn. The crash programs for ai 
[jrenlices. for teaching the unskille 
to operate machines, and the pr( 
gram for youth incentives will a 
.serve to elevate the economic pos 
tion of the population group. 

Today Negroes are good cnston 
IMS, tomorrow the\' will be bctt( 
ensUnners. ^ 




Farm and home programing 



W'l'ckly lioiiic, fiiriif, timl riiiu-li pronraniiiiH prcscnfod l>\ Wayiii;iii Alcviiiiilcr, IiumI a^ri- 
nihiinil .I'jcnl <>\it KiNOK, IJallas is om- of iiuiiihcr of such i-\ciils carricil l)\ the 
slalioii. .Support !>) tlic slalioii of -4-11 clul) work strciiKllioiis tirs to the N'curo < oiiiiiiiiiiity 




Contributions to the community 



Mnniiiuli prcsjdciil of Manliallaii I'.dward IJiidlcy (left) coiiuraliilalcs dircilor of 
"Diiicii s acluilii s for \\ W ML. Woodsidc, V, W Alma Joliii, at iclclir.ilion honoring 
lit r for her oiilsl,iiidiii|; vonlrihiilions to llic (dinniiiiiily. I.ookini; on is her liiisliaiid 
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Holte comments on Negro programing 



Ni (.ii(r-t)iiii s 1 1,1) radio is a v.dri- 
iiii-diiriii of ('oniniiinit-atioii 
for .idvi-rtiscrs. hut it lu-cds to In- 
pioddcd into rendering a broader 
and inor«' r«'s])on\il)ic service wiiich 
it IS cMpal)l(' of providiiii;. 

In making saU-s prr.sciit.itions, 
iii,inai4cincnt iii\arial)l\ rmpliasi/ev 
tlio incrcasiiii; urowtli in iiicoinc. 
i-diiiation, Occiipatioiis, and lionic 
ounersiiip of .\'»'i;roes anti tlii-ir 
usual proc-li\it\ for piircliasini; 
(pialitv hrantls of prodiifts. Tliose 
lircsfiitations tradt'-up tlie N'ouro 
population, hut in the prourainiiii; 
<>t niitst stations, the population 
liroiip is tradetl-dou 11. .\s .1 result, 
the iiiediiiiii attraet.s inainl>' those 
1)11 the louer-eiul of the soeio-eeon- 
Diiiie stratification of the Xeuro 
population. Croutli of the medium 
is therefore sl\niied hy lia\im; to 
|(lei)cnd for niidience on this sector 
of the (JOiMilation uliich is conlrai t- 
inu. rather than from the niiddlc- 
jelass sectnr that is e\i)andin'.i and 
Nvhieh reiKeseuts the In^st potential 
[for most natiinial ad\ertisers, 
I Not only are acKertisers short- 
cliaiiiied 1)\ the medium in the 
qualit) of households co\-ered, liiit 
|tlie imane of Xeijrocs. as n^flccted 
in the procraniini;. lea\<'s mncli 
to he desired. 

.\ person unfamiliar with the 
history, aspirations, and eontrihii- 
tions (Tf .Vetiroes to the arts and 
Ncieiices would lia\e every reason 
to helie\'e. if (^vpo.sed to the nic- 
tliiini for any length of time, that 
•.;<)spel music, rock and roll, and 
rhythm and hliies. presented in as 
'ioiid. hrassy and hrecz)' a manner 
.IS possible. Ss the extent of N'ctrroes' 
.interests. This is not a healthy situ- 
ation. Tlionjzh commercialK profit- 
•ihle. it is inconsistent to the mood 
of the times anil the positiv e cfTorts 
of uownimcnt, cluircli., labor, 
business and industry, professional 
►md scientific bodies, and civ'ic 
groups which arc employing their 
wisdom and resources to the prob- 
lems of casing racial tensions. 

Cettim: in line with these forces, 
ojiiunitted to develop means to 
make <.loniocrac\ and the free cn- 
toqirise system work equally and 



effeeti\el\ for all Americans is a 
C'l )iiniiiiiiit\ r(>spoiisibility that niail- 
ayeiiieiil of these stations e.iiinot 
.iflord to shirk. 

The n«'ed for estahlisliiiii; more 
coiisist«'nt eommimieatioiis l)et\ve«'n 
whites and NeJ^roes at the nr.iss 
roofs le\el is iiruent. .\ei;ro-orieiit- 
ed r.idio is in .t niiiipie position 
to pro\'id<' tiiis service. 

Tlu' appeal ami theories of 
r.ltists, I'xeitini; l»Mf and resistanei- 
to positis'e .ippro.iclies for elfcctinn 
li.iriiionions race rel.itioiis. no loiiu- 
er carrr\" thi- sueei)iin; sanctions 
that liaxe been the case in the pasf. 




Clarence L. Holte 



iiiste.ul. morality, ecenomic in- 
terest, community pride, and con- 
sideration of the national image are 
siipplantinn the neuative forces 
that are on the way out. Tlierefore. 
the only fear that mananement of 
N'eCro-oriented radio miiiht lia\e in 
ser\'ini; as a briduc l)etween the 
two racial croups is fear it.self 

The medium is too \ahiahle lo 
c«iiifine it.self solely to entert.iin- 
nii'iit. It does not ha\e to erus-ule 
either, but it has to be more iniai- 
inati%e and creati've in producinn 
or securinc jirocrams which pr<)- 
mote harinoiiions race relations, 
and that .ire acceptable to national 
acb iTtisers. 

The concept of prouramnm pre- 
sently employed is .m adapt.ition 
from ijeneral-iiiterest radio back in 
tlie late Vm\ and early I'JlOs 



whi-ii Ni-yroes in r.idio \\< r< "'m 
plo\«'d for iii)\elt\ eiil< rt.iiiiiii" iit 
sim^ini; of spiritii.iK .iiid |)li\iii^ 
uh.it was then calleil "r.U"- iiinsu 
Hut times h.i\ c ch.mnril .iiid \i uro 
oriented radio h.is ii<it kept pic- 
\\ ith the diA elnpiiiriit of Ncgroi s III 
the postv\.ir era \l,ni.ii:''ni< nt ii.is 
dot iiinciited this (lev (■|ii|)iii<'iit but 
ihx s httli- or iiotliiii'.^ to .ippi-.il to 
middle-el. iss f.imilies. or eiuonr.iuo 
their p.irticip.itioii in the pro^r.im- 
iii<;. The medium is therefore se\ - 
er«'K eritici/e»l 

The Links I iieoporated preseiiteil 
to the Federal C'oinmimic.itions 
(.'oiTimissioii in December I')-")') .1 
petition ill which tlie\ son^ht to 
restrain the st.itions from broad- 
castintj programs uhicli the oru.nii- 
/ation regarded as inimie.il to the 
l)»'st interests of Negroes. The laiik.s 
is an orqani/.itioir of Neuro liouse- 
wi\i*s profession. il and commiiiiTty 
leaders with ST cli.ipters tlirongliont 
the I'nited States. The\ are detli- 
cated to stinnilatini; aiul pro\idin'4 
ediieatioiial and cultural ini|)ro\e- 
nu-nt h)r youths. The organi/ation 
is hi'^hly respected .md does an ex- 
cellent job in its field <»f int»'r»'sf, 

Tlu-re li.ue bei'ii a iniinbt r of 
simil.ir public st.itemeiits on the 
subject by prominent indi^idn.ils 
l)iit m.mageineiit seems ih teriniiied 
to do business in the same old w.!\ 

Problems such as these occur 
with all minority nroii|)s. The more 
aihanced sector puts its best foot 
for\\ar(l at all times to cam fnllei 
acceptance, and tlu y art" critical 
of Its members who do otherwist-. 
and to any situation they feel is not 
constructive and elev.itiin;. 

.V('nro-()rii'iited r.iilio will h.ive 
to resoKe this problem, .uid it must 
be doiii' qiiiikly Ix fore oppoiu'Uts 
to its prociramim; iiivoKis ad\ir- 
tisers 

Till' future of the inethnin can 
be .IS briuht .is niaii.inemi iit in.ik< s 
it. The m.irkt t it c;iii prnnariK 
ser%i' offers iiiiliinit(*d opportiiiiitic s 
to establish r.ipport with all cl.isst-s 
of Neuro etnisiuners. This is wb.it 
u.ilional advertisers lUH-d want .ind 
.in' wdlinn to p.n fi r in the torin 
of .i(K erf ismv; ^ 
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NEGRO VOICE 

(Continued from juific 12 i 

llio B();ird ol h.thicntioii, works w ith 
tlir NAACP in projects to lioiioi 
f;iinoiis Ainericiii) Negroes, and lias 
a reKnhir "Job Exeliange." 

KDIA in a similar vein prides if- 
sell on its news co\eraftc of politi- 
eal events. During I960, for e.\- 
;Mni)le. KDIA sent its own reporting 
leani to tlie com cntions, l)r()adeast- 
ing interwws witli the top i)olitical 
personalities and providing s[K'cial 
interpretations. 

Throngli iiH of tlie programs, 
tlx're nsnally runs one important 
ei(Mnei»l: tlie Negro personality, lie 
ma\ he a Jesse Owens, the one-time 
Olympic track great who has his 
own show on WAAF, Chicago, or 
a Ja<'kie Hohin.son who will start a 
daily news coinmentary on WAAF 
in niitl-Septemher. 

Or perhaps, the one-time football 
great Bnd<ly Yonng, who now is an 
air star for \VFI5H, Baltimore. 

At the same time, he can al.so be 
a Daddy-O-Daylie, billed as Chi- 
cago's 'Number One Jazz Impre- 
sario." Or any one of hundreds of 
Negro personalities whose audience 
rapport builds success for scores 
of stations throughout the country. 
I'erhaps most of all it is these peo- 
ple who are bmlding the identity, 
the empathy with the audience 
which is working in behalf of the 
adx'ertiser. ^ 

WGGK-TV SUCCESS 

{Coutintted from page 16) 

what-havc-\ou. There are groups of 
people in each community which 
like to hear news items of their own 
community, and there are types of 
entertainjnent which appeal spe- 
cially to theni. I believe this is the 
future of uhf and indeix'ndeiit tele- 
vision. It.s llc.xibility allows com- 
inuiiity-interested programing in 
television jirime time that network 
stations are nnahle to do," lie says. 

I'nited Bioadeasting is in the 
position of a pioneer, and some- 
thing of a crusader, with its Wash- 
ington ".speci;!) aodixMice" tv outlet. 
It is not, however, operating the 
station a.s some kind of social ex- 
pernnent. 

".Vatnially, we are in business t(» 
try to niake a profit," says I'anagos. 
"Wf hclicve that this will hai)iit'n 
in another \car and a half. " ^ 



Stations aid community projects 




JAMES WELDON 'JOHNSON BRANCH 



Building Youth 
For Tomorroui 



UPPORT YOUR Y H.C.A. Wl 



ANNUAL MEMBERSHIP 




Physical fitness program 

I'raUo for its olTorts in Ix-luilf of tlx- Woiuli r HriMtl voutli pliysicnl program has come t( , 
\\ ri'O, Uiillulo from :i iumil)i'r of sources incliidini: aeciicy executives of many top shopJ 
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■ATINGS 



OVERTISERS 




ANY YARDSTICK 



Double the Average Daytime Audience 
Second Station — First in Pulse Three Years 

Mcfro Negro Pulse. Oct.-Nov., ?962 



COVERAGE 



PROGRAM 





6AM-12N 


9AM-12N 


12N-6PM 


KDIA 


26 


29 


33 


Stotion "B" 


15 


15 


H 




DOMINATES THE OAKLAND 
SAN FRANCISCO NEGRO MARKET 

KDIA 



ONLY NEGRO MARKET STATION COVERING ENTIRE 
SAN FRANCISCO BAY AREA NEGRO POPULATION 




Only Local Negro Station With — 



• Ke[ro Gospel PcrsoojIltKS 

• Heiro Woraen'j Proirjmj 

• Heiro Sports He«j 

• Proirjm 



• Wire ite«J 

• loc]l Nero Ne>s Still 

• lotera]tiog]l Hetn tiC o 

Senlce 



THE 

AWABO WINNING 
STATION 



OAKLAND 



A SONDERLING STATION 



SAN FRANCISCO 

Represented by BERNARD HOWARD CO. 
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Jl 




L-eael'.es . ais ma.'., 
the lowest >ci'e cari^ per 
thousci ' Sec-ause KGFJ na^^* 



□ 



TOP DJ PERSONALITIES 

PARTICIPATION & COVERAGE 
OF NEGRO COMMUNITY AFFAIRS 

SPIRITUAL & RELIGIOUS PROGRAMS 
NEWS OF NEGRO COMMUNITIES 



□ 



EXCLUSIVE PROGRAMS OF 
VITAL INTEREST TO ALL NEGROS 

PUBLIC SERVICE FOR CIVIC, 
SOCIAL & RELIGIOUS FUNCTIONS 



SPORTS BULLETINS 




1230 o 1 



NON-DIRECTIONAL SIGNAL — 24 HOURS A DAY 



4550 MELROSE AVENUk, LOS ANGELES 29, CALIFORNIA • Piione; NOrmandy 3-3181 
Represented by: BERNARD HOWARD & CO., New York, Chicago, Atlanta, San Francisco 



THE PIONEER STATION PROGRAMMING 100% TO THE LOS ANGELES NEGRO MARKET 
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Major Negro-appeal 
radio stations in U.S. 



i:?.)' I or Diorc of hnxnlnisl sdirtliilc) 

ALABAMA 



NEGRO POPULATION 
WHITE POPULATION 

Birminghani 



980.271 
2.283.609 



WENN 1320 kc 


S to 


Total Broadcast Hours Weekly 


98 


Percent Negro Appeal Programing 


ICO 


Negro-appeal program types 


Hrs wk. 


News 


5 


Music 


48 


Religion 


34 


Pub. Service 


11 


Manager 


Joe Lackey 


Representative Bernard Howard 


WJLO 1400 kc 1 kw (d). 250 w (n) 


Total Broadcast Hours Weekly 


168 


Percent NegroAppeal Programing 


100 


Negro-appeal program types 


Hrs. wk. 


News 


17 


Sports 


2 


Music 


12i 


Religion 


20 


Pub. Service 


9 


Manager 


Otis Dodge 


Representative 


Boiling 


Butler 





WPRN 



1240 kc 1 kw (d). 250 w (11) 

Total Broadcast Hours Weekly 119 

Percent Negro-Appeal Programing SO 

Negro-appeal program types Hrs. nk. 

News 6 

Sports 7h 

Music 28'? 

Religion . 15 

Pub Service 2'? 

Paul D. Nichols 
Keystone 



iManager 

l^fepresentative 

Huntsville 



WEUP 1600 kc $m 

A tfotal Broadcast Hours Weekly 103 

m percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 21-2 

Sports t% 

Music S£W 

Religion SO 
"•Ju Pub. Service 

'^ylftMger Leroy Garrett 

Representatives Continental. Bernard I, Ochs 



Marion 



WJAM 1310 kc 


5 kw 


Total Broadcast Hours Weekly 


95 


Percent Negro Appeal Programing 


55 


Negro-appeal program types 


Hrs. wk 


News 


1 


Music 


48 


Religion 


3 


Manager Robert Morris 


Representative 


Vic Piano 


Mobile 




WGOK 900 kc 


1 kw 


Total Broadcast Hours Weekly 


98 


Percent Negro Appeal Programing 


100 


Negro-appeal program types 


Hrs. wk 


News 


5 


Music 


54 


Religion 


34 


Pub. Service 


... 5 


Manager Robert Grimes 


Representative Bernard Howard 


WMOZ 960 kc 


1 kw 


Total Broadcast Hours Weekly 


95 


Percent NegroAppeal Programing 


100 


Negro-appeal program types 


Hrs wk. 


News 


7 


Music 


64 


Religion 


15 


Pub. Service 


9 


President Edwin H. Estes 


Representative Bob Dore. 


Dora-Clayton 


Montgomery 




WRMA 950 kc 


1 kw 


Total Broadcast Hours Weekly 


96 


Percent Negro-Appeal Programing 


100 


Negro-appeal program types 


Hrs. wk 


News 


13 


Music 


46 


Religion 


26 


Pub Service 


6 


Manager 


Judd Spjr'ing 



JOIN WJLD'S 
RECORD CLUB 

WJLD • WJLN-FM 

"Birmingham's Best Radio Buy" 




SALES 



Record National Advert smg Sales 




PROGRAMMING 



Birmingham's only lOO's full time Negro 
programming station 24 hours daily' 



AUDIENCE 
INCOME 




Highest Negro family income in Southeast 
NOW 24 HOURS DAILY! 




Representative 



Bernard Ho»jrd 



WILD Birmingham. Ala.— Atop Red Mtn. 
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Tuscaloosa 



CALIFORNIA 



WTUG 790 kc 500 w 

Total Broadcast Hours Weekly. 96 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs.wk. 

News 7V2 

Sports 2 

Music 65 

Religion 3 

Pub. Service UVz 

Misc 5 

Manager W. I. Dove 

Representative Bernard I. Ochs 



ARIZONA 

NEGRO POPULATION 51.800 

WHITE POPULATION 1,169,591 

Phoenix 

KCAC 1010 kc 500 w 

Total Broadcast Hours Weekly 92 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News , 7 

Sports 5 

Music 62 

Religion 11 

Pub. Service 7 

Manager James B. Titus 

Representative Bernard Howard 



NEGRO POPULATION , 883,861 

WHITE POPULATION 14,455,230 

Los Angeles 

KDAY 1580 kc 50 kw 

Total Broadcast Hours Weekly 105 

Percent Negro-Appeal Programing ,.100 

Negro-appeal program types Hrs.wk. 

News ... lOVi 

Sports , , 5 

Music 64 

Religion 15 

Pub. Service lO'/a 

Manager Norm Posen 

Representative Continental 

KGFJ 1230 kc 1 kw (d), 250 w (n) 

Total Broadcast Hours Weekly 164 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs.wk. 

News I6V2 

Sports 8 

Music , 90^2 

Religion 13 

Pub. Service 36 

Manager Thelma Kirchner 

Representative Bernard Howard 



mmmm 



NEGRO POPULATION 388,787 

WHITE POPULATION 1,395,703 

Little Rock 

KOKY 1440 kc 5 kw 

Total Broadcast Hours Weekly SO 

Percenf Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 6 

Music 45 

Religion 27 

Pub. Service 12 

Manager Edward Phelan 

Representative Bernard Howard 



Pine Bluff 

KOTN 1490 kc 250 w 

KOTN-FM 92.3 mc 3200 w 

Total Broadcast Hours Weekly 121 

Percent Negro-Appeal Programing . . 50 
Negro-appeal program types Hrs. wk. 

News 2'/2 

Music 48 

Religion . . 6 

Pub. Service 3'/2 

Manager Danny S. Jacobson 

Representative Hal Walton 



Oakland 



KDIA 1310 kc 1 kw 

Total Broadcast Hours Weekly 160 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 12 

Sports 5 

Music 112 

Religion 32 

Pub. Service IOV2 

Manager Walter Conway 

Representative Bernard Howard 



San Francisco 



KSAN 1450 kc 1 kw (d)-, 250 w (n) 



Total Broadcast Hours Weekly 140 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 25 

Sports 2 

Music ... 70 

Religion 35 

Pub. Service 8 

Manager Stanley LeVine 



Representatives Savallif Gates, Dora-Clayton 



ON THE AIR 
THIS FALL 
WOOK-TV 
Channel 14 

Washington, D. C. 

A new concept in program- 
ming — America's first Tele- 
vision Station programmed 
for the Negro Market. 
Featuring 

Such internationally person- 
alities as: Mahalia Jackson 
— Lionel Hcmpton, and 
others. 

A newsfilm and tape depart- 
ment concentrating on 
news of the Negro in the 
Nation's Capital. 

The finest in entertainment, 
news and stimulating public 
service programming to an 
audience of over 100,000 
homes.* 

(*5 projected figures of the Elec- 
tric Institute of Washington, D. C. 

WOOK-TY 

5321 FIRST PLACE N.E. 
WASHINGTON, D. C. 
TUckerman 2-2500 

A Diyision oi United Broadcasting Co. 
Represented nGt;onoMy by: 

NEW YORK: UBC Sales, 420 Madison Me. 
CHICAGO: UBC Sales. Wrigley BIdg. 
ATLANTA: Dora-Clayton Agency, Inc. 
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ISTRICT OF COLUMBIA 

NEGRO POPULATION 
WHITE POPULATION 



i/ashington 



411.737 
345,263 



FLORIDA 



NEGRO POPULATION 
WHITE POPULATION 

Oaytona Beach 



880.186 
4.063.811 







WELE 1590 kc 


1 kc 


KOOK 1340 kc 


1 kvif 


Total Broadcast Hours Weekly 


97 


Fotal Broadcast Hours Weekly 


168 


Percent Negro Appeal Programing 


100 


Percent Negro Appeal ProEraming 


100 


Negro-appeal program types 


Hrs. Mk 


Negro appeal program types 


Hrs. wk. 


News 


14 


News 


17 


Sports 


2 


Music 


109 


Mus c 


51 


Rel'gion 


17 


Religion 


18 


Pub. Service 


17 


Pub. Service 


9 


Misc. 


8 


M.sc 


, 3 


Manager 


lohn Panagos 


Manager Arlene Schmidt 


Representatives United, Sandbere 


Representatives Bernard 1. Ochs, 




Dora-Clayton 


National, Keystone 



Jacksonville 



/UST 1120 kc 


250 w 








Ota! Broadcast Hours Weekly 


99 


WRHC 


1400 kc 


250 w 


erCent Negro-Appeal Programing 100 


Total Broadcast Hours Weekly 


132 


Negro-appeal program types 


Hrs. wk. 


Percent Negro-Appeal Programing 


35 


News 




Negro-appeal program types 


Hrs. wk. 


Soap-Operas 


1'4 


News 




2 


Sports 




Sports 






Music 


72 


Music 




261 : 


Religion 


12 


Religion 




17 


Pub. Service 


. 5 


Pub. Service 




1 


Itnager 


Daniel Diener 


Manager 


Harold S. Cohn 


tpresentatlve 


Bernard Howard 


Representatives 


Hal Walton, Bernard 1. Ochs 



iHiiiiiiiiniiiiiiiimiiiiinninniiiiiaiiiinniiMnnniiiiiiiiuiiiiiiiiiiiiiiiiH^ 




L J / » 

ecord club membership 

fii tlr)iis.in(l r<-<iiii'^t^ to join tlir Ui-toril ( lnlt i.mu- tii llu- lliiiivfiiii vl.itiiiii. 

lull |iru\i(l<'\ <iicii.il roiiic^t tiuu-\. .llliiiiiis. r<-ii>riK .iikI r.uluiv for il^ iik iiiln r^ 
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WOOK 

is Diovc than 
radio! Ir is the 
most cflccrivc 
iiicdiLini for 



scllinu one of 



America's lari^cst 



and richest 

NEGRO 
MARKETS: 

Ihc 982,000 high-income 
consumers in 
WASHINGTON, D.C. 



The proof: In on 1 8-s<otion market, 
WOOK Rodio rotet omong the top 
two ttotiont in totol oudience ond is 
Number One in Washington, D. C, 
between 12N ond 6 PM . . . accord- 
Ing to PuUe, Jan.-feb. 1962 



WOOK 

RADIO 

5321 FIRST PLACE N.E. 
WASHINGTON, D.C. 
TUckcrman 2-2500 



A O'vti'on United Sroocycoif'ng Co 
Rcprctcnird nolionally by 

NEW YORK UBC Sales, 420 Madison Ave 
CHICAGO UBC Sales, Wrigley BIdg 
ATLANTA. Oorj-Clayton Agency. Inc 



PONSOR 2t. ^it.iM 1%3 



•2.5 



Big Buy 

in JACKSONVILLE 



Big Beat 
Radio 



Top-rated 
Among all stations 
April '63 Pulse. 

Top-rated 
Negro station 
July '63 Hooper 



WOBS 

JACKSONVILLE, FLA. 



Loffy Picui, Gen, Mgr. 

Pepreientcd by 

Gill-Pvrna, /nc, nationally 
Dara Ctaylon, Soufheotf 



WOBS 1360 kc 5 kw 

Total Broadcast Hours Weekly. 98 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News , JVz 



Sports 

Music 

Religion . . . . 

Pub. Service , . 

Misc 

Manager 
Representative 



. . \V> 
. .50 
. . . 20 
. .. 5V2 
.... 4 
■A! Keirsey 
Giii-Perna 



Miami. 

WMBM 1490 kc 250 w 

Total Broadcast Hours Weekly 168 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 10 

Sports 1 

Music 114 

Religion 34 

Pub. Service 9 

Manager Alexander Klein 

Representative Bernard Howard 



Orlando 

WGKB 1600 kc 1 kw 

Total Broadcast Hours Weekly 95 

Percent Negro-Appeaf Programing 100 

Negro-appeal program types Hrs. wk. 

News 7 

Music 58 

Religion 

Pub. Service 2 

Manager Jack Everbach 

Representatives Savalli, Gates, Oora-Clayton 



Pensacola 

WBOP 980 kc 1 kw 

Total Broadcast Hours Weekly 112 

Percent Negro-Appeal Programing. ....... 100 

Negro-appeal program types Hrs. wk. 

News 18 

Music , ...78 

Religion 11 

Pub. Service 4 

Manager Zane D. Roden 

Representatives National Time Sales, 

Bernard I. Ochs 



Tampa 

WIMP 1150 kc 

Total Broadcast Houri Weekly 



Percent Negro-Appeal Programing 10 

Negro-appeal program types Hrs. wk 

News 

Music 5 

Religion 

Pub. Service , 
Manager M. E. Fid!i 

Representative Gill-Perna 

WYOU 1550 kc 10 k 

Total Broadcast Hours Weekly. . . 
Percent Negro-Appeal Programing .IOC 
Negro-appeal program types Hrs. wk 

News .. 8^^ 

Music 48 

Religion 23' 

Pub. Service 4 

Manager Bill Brow 

Representative Bernard Howa 



GEORGIA 

NEGRO POPULATION 
WHITE POPULATION 

Atlanta 



..1,122,591 
.2,817.22 



5 kw 

84 



WAOK 1380 kc 5 kv 

Total Broadcast Hours Weekly IS 

Percent Negro-Appeal Programing 10 

Negro-appeal program types Hrs. w 

News 7^ 

Music .121 

Religion 7V 

Pub. Service \3\ 
President Stan Raymo 

Representative Daren F. McGavr 

WERD 860 kc 1 kt 

Total Broadcast Hours Weekly 91V 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. w 

News - 6 

Sports 1'. 

Music 24 

Religion 18 

Pub. Service 42 

Manager J. B. Blayton, i 

Representative Bob Oore, Oora-Claytt 



Augusta 

WAUG 1050 kc 

Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 

Negro-appeal program types Hrs. « 

News 

Sports 

Music 

Religion 

Pub. Service 

Manager J. L. Solom 

Representatives Grant Webb, Dora-Clayt 
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SP0NS0R/2() M 



Buford 



WDMF 1460 Kc 

rotal Broadcast Hours Weekly 
Percent Nejro Appeal Projraminj 
Ne^ro appeal program types 
News 
Music 
Religion 
Manager 
Representative 



Cairo 



1 kw 

90 
25 

Hrs Mk 

2 
W 
3 

Robert E Thomas 
Harry Cannon 



WGRA 



790 kc I kw 

Total Broadcast Hours Weekly 98 
Percent Negro-Appeal Programing 25 
Negro-appeal program types Hrs. Mk 

News S 
Music 1^ 
Religion 5 
Manager lowell E. Takles 

Representatives Hal Walton, Harry f Cannon 



I Columbus 

WCLS 1580 kc 

rota! Broadcast Hours Weekly 
percent Negro-Appeal Programing 
Negro-appeal program types 
News 
Music 
Religion 
Pub Service 
Manager Charlie H 



I 



1 kw 

164 
100 
Hrs. wk. 
16 
91 
49 
8 

Parish. Jr 

Representatives Bernard Howard, OoraClaylon 

,WOKS 1340 kc 1 kw (d), 250 w (n) 

168 
100 
Hrs. Mk. 
. 14 
. 2 
.101 
34 
17 

Robert Ruppel 
Bernard Howard, 
Bernard I. Ochs 



Total Broadcast Hours Weekly 
Percent Ntgro-Appeal Programing 
Negro-appeal program types 
News 
Sports 
Music 
Religion 
Misc 
Manager 
Representatives 



Macon 

WIBB 1280 kc 5 kw 

Total Broadcast Hours Weekly 96 
Percent Negro-Appeal Programing 100 
Negro-appeal program types Hrs. wk. 

News 6 
Sports 1 
Music 57 

Religion 15 

Pub. Service 17 
Mfiager Donald C. Frost 

"epresentatives Bernard Howard. Oora Clayton 



. Anepri 



IPONSOR L't) .MT.i'ST 1963 



Savannah 

WSOK 1230 kc 

Total Broadcast Hours Weekly 
Percent Negro Appeal Programing 

Negro-appeal program types 

News 

Sports 

MuSic 

Reli(;io I 

Pub. Service 

Symphony 
Manager 
Representatives 



1 kw 

16.1 
100 
Hrs wk 

16'2 
1"2 

79'j 
40 

22' 2 
4 

Don feiKuson 
Bob Doie. Dora Clayton 



ILLINOIS 

NEGRO POPULATION 
WHITE POPULATION 



Chicago 



1.037.470 
9,010.252 



WAAF 950 kc 


1 kw 


Total Broadcast Hours Weekly 


84 


Percent Negro-Appeal Programing 


100 


Negro-appeal program types 


Hrs wk. 


News 




Sports 


J 


Music 


61 


Religion 


2 


Pub. Service 


4 


Manager Th- 


mas L Davis 


Representative 


Boiling 


WBEE 1570 kc 


1 kw 


Total Broadcast Hours Weekly 


105 


Percent Negro-Appeal Programing 


100 


Negro-appeal program type; 


Hrs. wk. 


News 


10"2 


Music 


P9'4 


Pub. Service 


514 


Manager 


Harry W 'ber 


Representative 


Continental 


WO PA 1490 kc 1 kw (d), 250 w (n) 


Total Broadcast Hours Weekly 


168 


Percent Negro-Appeal Programing 


39 


Negro appeal prog'am types 


Hrs. wk 


News 


3 


Music 


52Ji 


Religion 


8' 2 


Pub. Service 


II2 


Manager 


Al Michel 



Representative 



Bernard Howard 



WSBC 1240 kc 1 kw (d), 250 w (n) 

Total Broadcast Hours Weekly 56 

Percent Negro Appeal 55 

Negro-appeal program types Hrs. wk 

Music 20 

Religion 5 

Pub Service 5 

Manager Louis 6 Lee 



Representative 



National Time Sa>es 



ir 



STILL 
GROWING 
IN 

CHICAGO 



wo PA 

with 300,000 



N 



egroes on 



CHICAGO'S 
WEST SIDE 

•NEGRO HOOPER 1961 
WOPA • Oal Porl/CKieogo I K.W. 

CHICAGO'S NO. I AIR SALESMAN 

BIG BILL HILL 

PERVIS SPaaN. RICHARD STaMM 

KDIA and WOPA 

represented by 
BERNARD HOWARD CO 



THESONDERLING STATIONS 

Sp«cioI<i*v Sp»c oI<i»'d Rod o 
WDIA • MrmpKil 
WOPA • Oak Pori Ct<ieogO 
KFOX • Long B'oe*- Loi A"5» »i 

OAKLAND SAN FPANCISCO 



KDIA 



-4 



27 



WVON 1450 kc 1 kw (d), 250 (n) 

Total Broadcast Hours Weekly 168 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Mrs. wk. 

News 7 

Sports , ■ 1 

Music 118 

Religion 27 

Pub. Service 15 

Manager Frank Ward 

Representative Bob Dore 

WYNR 1390 kc 5 kw 

Total Broadcast Hours Weekly 164 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Mrs. wk. 

News 13 

Sports IV2 

Music 124 

Religion 13 V2 

Pub. Service 8V2 

Misc 3V2 

Manager lay 1. G, Schatz 

Representative H-R 



Indianapolis 

WGEE 1590 kc 5 kw 

Total Broadcast Hours Weekly 84 

Percent Negro-Appeal Programing 65 

Negro-appeal program types Hrs. wk. 

News 2'/2 

Sports 15 

Music 321/4 

Religion 4'/2 

Manager Arnold C. Johnson 

Representative Continental 



INDIANA 

NEGRO POPULATION 269,275 

WHITE POPULATION 4,388,554 



KENTUCKY 

NEGRO POPULATION 215,949 

WHITE POPULATION 2,820,083 

Louisville 

WLOU 1350 kc 5 kw 

Total Broadcast Hours Weekly 84 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News .., 8 

Music 60 

Religion 8 

Pub. Service 8 

Manager Jay Thompson 

Representatives Gill-Perna, Rounsaville 



WEBB Radio 

Baltimore NEGRO Market Leader 

Sales Promotion • Merchandising • Marketing 

Leadership thru Community Interest & Responsibility 



6 a.m. -Noon 
WEBB 32* 

Station A 26 

Station B 8 

Station C 8 

Station D 7 

Station E 6 

Station F 4 



Noon-6 p.m. 
WEBB , . . 36* 

Stotlon A 31 

Stotion B 5 

Stotion C , 3 

Stotion D 8 

Stotion E 6 

Stotion F 6 



* naltimorc Metro Areu Negro Audience — The Pulse. May-June '63 

Represented by 

Bernard Howard & Co., Inc. 

20 E. 46th St., New York 14, N.Y. 

Oxford 7-3750 

700% NEGRO Programming 
3113 W, North Ave. 
Baltimore 16, Md. 




LOUISIANA 

NEGRO POPULATION 1,039,207 

WHITE POPULATION 2,211,715 

Baton Rouge ^ 

WXOK 1260 kc 1 kw 

Total Broadcast Hours Weekly 91 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 

Music i 

Religion 

Pub. Service 

Manager Thomas L. McGuii 

Representative Bernard Howart 



New Orleans 

WBOK 800 kc 1 k' 

Total Broadcast Hours Weekly 8^ 

Percent Negro-Appeal Programing lOP 

Negro-appeal program types Hrs. wk 

News 3V: 

Sports 1 

Music 75 

Religion , 

Misc 1 

Manager Edward Prendergas, 

Representative Bernard Howan 

WYLD 940 kc 1 kw (d), 500 w (nj 

Total Broadcast Hours Weekly IB.'j 

Percent Negro-Appeal Programing Id] 

Negro-appeal program types Hrs. wk 

News 14'ii 

Music , . . , , .95 

Religion ..... , 47 

Pub. Service 6*' 

Manager John J. Revisoil 

Representative Gill-Perna, Rounsavill| 



Shreveport 



1 k\| 



KANB 1300 kc 
Total Broadcast Hours Weekly... 
Percent Negro-Appeal Programing 10' 

Negro-appeal program types Hrs. wl 

News 

Music 4 

Religion 

Pub. Service . — 

Misc 

Manager Don De Gabriel 

Representative Bob Dore, Southern Spot SalE^- 

KOKA 1550 kc 10 k- 

Total Broadcast Hours Weekly 131 

Percent Negro-Appeal Programing ..iC| 
Negro-appeal program types Hrs. w' 

News 

Music , ? j 

Religion 'J 

Pub. Service 

Manager William CampbE I 

Representative Bernard Howaij 

SPONSOR 2(i \%. 



ylARYLAND 




ilGM POPULATION 


. 518.410 


VHITE POPULATION 


2,573.919 


\nnapolis 






10 kw 


ot3l Br03dC3St Hours Weekly 


0*1 


ercent Ne£ro Appeal Pro£ramin£ 


1 nn 
lUO 


Ne£rO'dppeal program types 


nrs. WR. 


News 


1 


1 Sports 


I 


Music 


56 


Religion 


15 


Pub. Service 


4 


Imager Morris H. Blum 


n^rescntaiive 


Continental 



Negro-appeal program types Hrs wk 

News 6 

Music 70 

Religion 12 

Pub. Service ? 



Manager 
Representatives 



Helen G Whcrlcy 
United. Dora Clayton 



MICHIGAN 

NEGRO POPULATION 
WHITE POPULATION 

Detroit 



717,581 
7.085.8B5 



WWIN 1400 kc 

Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 

Negro appeal program types 

News 

Music 
Manager 
Representative 



laltimore 

/EBB 1360 kc S kw 

otal Broadcast Hours Weekly 98 

ercent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News ... 5 

Sports 2 

Music ... 57 

Religion 15 

Pub. Service .19 

anager Samuel E. Feldman 

t^resentative Bernard Howard 

^10 1010 kc 1 kw 

ital Broadcast Hours Weekly 90 

ircent Negro-Appeal Programing 100 



MASSACHUSETTS 

NEGRO POPULATION 
WHITE POPULATION 



I kw 

163 

25 

Hrs wk. 
12 
30 

H Slielton Earp 
Savalli Gates 



111.842 
5.023.144 



WCHB 1440 kc 1 kw 

Total Broadcast Hours Weekly SO'approt 
Percent Negro Appeal Programing '00 

Negro appeal program types Hrs »k 

News 8 
Music ''.9 
Religion 1? 
Pub. Service 12 
Manager Frank M. Seymour 

Representatives Bob Dore, Dora-Clayton 
Bill Creed Assoc 



Boston 

WHO 1090 kc 1 kw 

Total Broadcast Hours Weekly . % 

Percent Negro-Appeal Programing 75 

Negro-appeal program types Hrs. wk. 

News 5 

Sports 2 

Music 48 

Religion 13 

Pub. Service 6 

Manager Nelson B. Noble 
Representative Bernard Howard 



WCHO-FM* 105.9 mc 
Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 

Negro-appeal program types 

News 

Music 

Religion . 

Pub. Service 
Manager 
Representatives 



34,f-.0 w 
130 
100 
Hrs. wk 
13 
/'j 
I9'i 
IS' J 

Frank M. Seymour 
Bob Dore, Oora-Clayton 
Bill Creed Asscc 



Simulcoili w.lh WCH8 9 a m. 'o i p.n 
independent broadcasU 5 p.m. fo t o.i 



FIRST In the BALTIMORE, MARYLAND 

NEGRO MARKET 
I WSID 1 

I I 



WSID 
Station B 



Pulse, August 1962 Ratings 
6 a.m. to 12 noon 
26 
30 



1 2 noan la 6 p.m. 

ts 

43 



Highest rated Negro programming also 
Hooper Survey. 

1000 Watt clear channel station in the heart 
of an expanding Negra Market (34.3% in- 
crease . . ., 1950-1960) 



Ballimare's pianeer Negra station . . . ever 
ready to aid yaur praduct sales through WSID 
PLUS MERCHANDISING. 



WSID 



ONE OH! ONE 

ON EVERYONE'S RADIO 



ONSOR/26 .MT.IKTT I96.S 



29 



I in 



LiDvo Gcunce Vcnaoq 



HlCiIARO C. ARBt'ritl.K 



« »MKt*ai Lit* •^.■4 



ONLY YOUR REP 





GETS THROUGH TO BUYERS 





BETTER THAN SPONSOR 



JAMES J'. O OPAOV, JR 



Kll i I It KtlA INT 



And even he'll admit he can't be in as man y places as often . Give your rep all the 
support a good SPONSOR campaign can be— increasing call-letter recognition; warm- 
ing up the welcome; making salient points; avoiding a lot of introductory hashing. 
Why SPONSOR? Because it's the most important 1/4" (sometimes 5/16") in broadcast 
buying. Because it leads — with the top-of-the-news . . . depth-of-the-news . . . trend 
of past and present . . . outlook on tomorrow. SPONSOR supports the sale, feeds the 
buying mix to help make each buy the best possible . Like your buy in SPONSOR, 
the broadcast idea weekly that squeezes the air out , leaves nothing but air in. 555 
Fifth Avenue, New York 17. Telephone: 212 MUrrayhill 7-8080 



J 
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SPONSOR/26 AUGUST 196 



WJLB 1400 kc 

I Total Broadcast Hours Weekly 
I Percent Ne^ro Appeal Pro^ranilni: 
Negro appeal prograni types 
News 
Sports 
Music 
Religion 
Pub Service 
I Mjriager 
' Representative 



1 kw 

168 

72 

Hrs. wk. 

•i 

I 

..96 ',5 



Hi 

Thomas I. Warner 
Bernard Howard 



Flint 

WAMM 1420 kc 

hotal Broadcast Hours Weekly 
percent Negro-Appeal Programing 
Negro-appeal program types 
Music 
Religion 
Pub. Service 
danager 
Representative 



MISSISSIPPI 

<EGR0 POPULATION 
VHITE POPULATION 

Centreville 



WLBS 1580 kc 

Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 
Negro-appeal program types 
News 
Music 
Re'igion 
Pub. Service 
Manager 
'"fiepresentative 



500 w 

110 
42 

Hrs. wk. 
44 
2 

'/4 

Philip Munson 
Dora Clayton 



915,743 
1,257,546 



250 w 

84 
.28 
Hrs. wk, 

1 

16 

6 

1 

Benton Bickham 
Keystone 



Greenville 



•VESY 1580 kc 1 kw 

otal Broadcast Hours Weekly 93 
'ercent Negro-Appeal Programing 100 
Negro-appeal program types Hrs. wk. 

News . . 6V4 

Music . 60*4 

Religion ... 25 

Pub. Service 

^anagers Paul Artman. Miller Abraham 

lepresentatives Bob Core. Dora-Clayton 



atkson 



I 



VOKJ 1590 kc 

otal Broadcast Hours Weekly 
ercent Negro-Appeal Programing 
Negro-appeal program types 
News , .... 

Music . 

Religion 

Pub. Service . . 
Unager 
eprtsentative 



5 kw* 

97 
100 
Hrs. wk. 
.. 7 
.45 
. .38 
.. 7 



Charles Fletcher 
Bernard Howard 



^epresi 

* 1 fcw nighttime operation vndtr conltruc 

'WONSI 



Meridian 

WQIC 1390 kc 5 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News K. 

Sports 1'4 

Music 40' 4 

Religion 21 

Pub. Service . 14 
Manager Lloyd Royal.. Jr 

Representative Bernard Howard. 

Bernard I. Ochs 



Starkville 

WSSO 1230 kc 250 w 

Total Broadcast Hours Weekly 119 

Percent Negro Appeal Programing S7 

Negro-appeal program types Hrs. wk 

Music 40 8" 

Religion 21 

Manager Joseph Phillips 

Representative Keystone 

* 36 how of total pfogromed to nvgro ond 
white 

' 9^2 hourt progro'nvd 10 nvgro ond whil» 



r 



WJLB 



\ \ \ i / 

Number 

AND WE ARE PROUD OF IT 




ONLY EHQ DELIVERS THE METROPOLITAN DETROIT 
NEGRO MARKET ALL DAY - AND ALL NIGHT. TOO 



ONLY_ 
ALITIES 



WJLB 



OFFERS DETROIT'S 4 TOP NEGRO PERSON- 



1. 


"Senator' 


' Bristoe Bryant 


2. 


"Jolting" 


Joe Howard 


3. 


"Frantic" 


Ernie Durham 


4. 


"around the town 


Jack Surrell 



WJLB 



For over 25 Years ond Porticulorly in the Last Decode, 
Has Racked Up Soles for ffie Knowing Advertiser Who Wonts 
to Capitalize on the Rich Potential NEGRO Morket in the Greater 
Detroit Area 



National Kfpttieniatnt Bernard Hazard & Co , tot N V C 




PONSOR 26 Ai'CisT I9G3 



^ 3100 OAVIO BROOERICK TOWER • DETROIT II. MICH 




ST. LOUIS 



IS NEGRO RADIO 
COME OF AGE 

in a major market 
where one of every 
three consumers 
is Negro! 



• First by far in ratings — 
first in sales, service 
and results — tops in 
merchandising cooperation. 

• KATZ serves the St. Louis 
Negro community by 
continuing devotion to 
the civic interests of 

St. Louis as a whole. 

• This is responsibility 

in Negro radio! This is 
Negro radio come of age! 

• A part of pvpry St. Louis 
budget belongs on KATZ, 
where a mass audience 
plus the prestige of 
li.stener loyalty will make 
.sales for you. 



Coming in '64 

THE ST. LOUIS BICENTENNIAL 

Tribute to a Great, New, 
Flourishing St. Louis 
America's Gateway to Space! 




ST. LOUIS 



FULL TLME -5,000 WATTS 

Bentley A. Stecher, General Manager 
Represented Nationally by Savalli Gates 



MISSOURI 

NEGRO POPULATION 390,853 

WHITE POPULATION 3,922,967 

Kansas City 

KPRS 1590 kc 1 kw 

Total Broadcast Hours Weekly 91 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 10 

Music 44 

Religion 13 

Pub. Service 24 

Manager Andrew R. Carter 

Representative Bernard Howard 



Negro-appeal program types 

News 

Sports 

Music 



Hrs. wk. 
... 5% 
... 1 
...68% 



Religion 26% 

Pub. Service , 3'/* 

Manager Richard Miller 

Representative Bernard Howard 



St. Louis 

KATZ 1600 kc 5 kw 

Total Broadcast Hours Weekly 149% 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News IIV4 

Sports V2 

Music 89 

Religion 46V2 

Pub. Service 2V2 

Manager Bentley A. Stecher 

Representative SavalhVGates 

KXLW 1320 kc 1 kw 

Totaf Broadcast Hours Weekly 105 

Percent Negro-Appeal Programing 100 



NEW JERSEY 

NEGRO POPULATION 514,875 

WHITE POPULATION 5,539,003 

Newark 

WHBI-FM 105.9 mc 3 kw 

Total Broadcast Hours Weekly 140 

Percent Negro-Appeal Programing 9®i 

Negro-appeal program types Hrs. wk. 

News 6 

Music 60 

Religion 46 

Pub. Service . 14 

Manager William A. Masi 

Representative Bill Masi Network 

WNJR 1430 kc 5 kw 

Total Broadcast Hours Weekly 138 

Percent Negro-Appeal Programing 100' 

Negro-appeal program types Hrs. wk. 

News ..14 

Music .75V2 

Religion 14 

Pub. Service 34^ 

Manager Leonard Mirelsenl 

Representative Continental 




In New York, all-Negro 24 hours a day 

(Mon-Fri) Music & Community News/New York City, DE 5-16U 
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<EW YORK 

'^EGRO POPULATION 
VHITE POPULATION 

iuffalo 



1.417.511 
.15.287.071 



VUFO 1080 kc 


1 kw 


ctal Broadcast Hours Weekly . . . 


1051: 


ercent Ne^ro Appeal Programing . 


100 


Negro-appeal progratfi types 


Hrs.wk. 


News 


3I4 


Music 


86'^i 


Religion .... 


. 14 


Pub. Service .... 


. 1 


Wise ■ . . . 


. .IV4 



Jim Corrin 
Bernard Howard 



I Manager 

I epresentative 

lew York 



/ADO 1280 kc 5 kw 

atal Broadcast Hour^ Weekly 164 
. ercent Negro-Appeal Programing 40 
I' Negro-appeal program types Hrs.wk. 

News 4 

Sports 1'2 

« Music 51 

Religion 7^2 

Pub. Service 2 

lanager Sydney Kavaleer 

[LIB 1190 kc 1 kw 

iu\ Broadcast Hours Weekly 100 

fircent Negro-Appeal Programing 95 

Negro-appeal program types Hrs.wk. 

News 17 

Music 60 

Pub. Service 18 

ager Harry Novik 

presentatlve Bernard Howard 



RL 1600 kc 

tal Broadcast Hours Weekly 
rcent Negro-Appeal Programing. 

News 

Music 

Religion 

Pub. Service 

inager 



)RTH CAROLINA 



5 kw 

. .163 
90 

n 

65 

.. 24 
14 

Edith Dick 



.1,116,021 
3.399,285 



GRO POPULATION 
HITE POPULATION 

tarlotte 



:iV 1600 kc 1 kw 

al Broadcast Hours Weekly 137 

cent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

iNews 12 

I Sports 1 

Music 99 

Religion 3 

iPub. Service 22 

gtr Francis M. Fitzgerald 

[iresentative Bernard Howard 



Durham 

WSRC 1410 kc ] kw 

Total Broadcast Hours Weekly 100 
Percent Negro Appeal Programing 100 
Negro appeal program types Hrs.wk 
News i 
Music 75 
Religion ... 10 

Pub, Service 5 
Misc. . . 5 

Manager James Mayes 

Representatives Continental. Bernard I Ochs 

Elizabeth City 

WCNC 1240 kc 250 w 

Total Broadcast Hours Weekly 117 

Percent Negro Appeal Programing 25 

Negro-appeal program types Hrs.wk. 

News ... 1 

Music 26 

Religion l"^: 

Pub. Service .... 1 

Manager J. L. Lamb. Jr. 
Representative Bogner & Martin 

Elizabethtown 

WBLA 1440 kc 1 kw 

Total Broadcast Hours Weekly ...91 
Percent Negro-Appeal Programing ...40 
Negro-appeal program types Hrs. wk. 

News . ... 3 

Sports . .1": 

Music 19 

Religion 2 

Pub. Service I'^i 

Misc ... 7 

Manager Chatham C. Clark 

Representative Keystone 

Forest City 

WAGY 1320 kc 1 kw 

WAGY-FM 105.3 mc 20,000 w 
TotalBroadcastHoursWeekly..AM— 89.FM— 113 
Percent Negro-Appeal Programing 25 
Negro-appeal program types Hrs. wk. 

News AM— IMi.FM— I'j 

Music AM— 19. FM— 22 

Religion AM— 2V2. FM— 3 

Pub. Service . . . AM— 1. FM— I'j 
Manager Fred Blanton 

Representative Continental 

Greensboro 

WEAL 1510 kc 1 kw 

Total Broadcast Hours Weekly . 87 

Percent Negro-Appeal Programing 100 
Negro-appeal program types Hrs. wk. 

News . 8 

Sports . 1 
Music . . 58 

Religion .4 

Pub. Service 16 

Manager Carroll Ogle 

Representative Bernard Howard 



Wgl V 

1000 Willie— 20 llvun Duily 
Charlotte, North Carolina 

A .\ 11 

weal 

1000 \Va//s— Day /line 
Greensboro-High Point, N.C. 



It 



"iliiis:; 



DAILY contact with 
-107.27.") .N'KdKO conNiimcr.s 
\vh(» .spend over IS7 million 
dollars annually. 

DAILY contact with .'Jfi% 
of the total North faro- 
lina NK(JKO population 
who earn -i;).7% of the total 
si)endal)lp income. 

.combination late.s of .')% 
additional discount when 
a similar or ci\\\a\ schedule 
is purchased on W(Jn' and 
WK.\L. Only one order 
placement, one set of copy, 
and one monthly hilling. 

CALL OUIl liEI'S 

BERNARD HOWARD 
AND CO. 

NEW YORK — CHICAGO 
LOS ANGELES — ATLANTA 
SAN FRANCISCO 




26 .MT.i sr iyt)3 
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FIRSr in 
NEGRO RADIO 

in 

CLEVELAND: 

WJMO 
programs 
top Negro 
talent . . . 
backed with 
consistent and 
heavy 

promotion to 
deliver your 
message to 
260,000 Negroes 
at Cleveland's 
* * * 

WJMO 

RADIO 

Cleveland Ohio 

• PuUe, May-June, 1962 

Represented nationally by: 
NEW YORK: UBC Salei, 420 Modison Ave. 
CHICAGO: U6C Sales, Wrigley BIdg. 
ATLANTA: Dara*Claytan Agency, inc. 



Scotland Neck 

WYAL 1280 kc 5 kw 

Total Broadcast Hours Weekly 991/2 

Percent Negro-Appeal Programing 25 

Negro-appeal program types Hrs. wk. 

Music 20 

Religion 4 

Pub. Service J 

Manager Byron Thomas 

Representative T-N Spot Sales 



IXV. 



Winston-Salem 

WAAA 980 kc 1 kw 

Total Broadcast Hours Weekly 110 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 4 

Music 76 

Religion 15 

Pub. Service , 10 

Manager Ranny Daly 

Representive Bob Dore, Bernard I. Dchs 



OHIO 

NEGRO POPULATION 786.097 

WHITE POPULATION 8,909,698 

Cincinnati 

WCIN 1480 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News . . , 15 

Music 39 

Religion 24 

Pub. Service 20 

Manager Carl Gliclien 

Representative Gill-Perna, Rounsavllle 



Cleveland 

WABQ 1540 kc 1 kw 

Total Broadcast Hours Weekly , 98 

Percent Negro-Appeal Programing 100 
Negro-appeal program types Hrs. wk. 

News . , 6 

Music 69 

Religion 19 

Pub. Service - 4 

Manager Bert Noble 

Representative Bernard Howard 

WJMO 1450 kc 1 kw (d), 250 w (n) 

Total Broadcast Hours Weekly 163 

Percent Negro-Appeal Programing 92 

Negro-appeal program types Hrs. wk. 

News 4Vj 

Music 124Vj 

Religion 13Vi 

Pub. Service 7Vi 

Manager C. C. Courtney 

Representatives United. Dora-Clayton 




Choosing a queen 

M'inner of Chesterfield radio contest i 
iiitrodiifcd on station \\ .\M{), Pittsburel 

Columbus 

WVKO 1580 kc 1 kvJ 

TatJl Broadcast Hours Weekly gl 

Perc-nt Nsjro-Appeai Programing .10 
Negro-appeal program types Hrs. wV J 

News 1 

Sports ,. 

Music 4, 

Religion 1| 

Pub. Service 

Misc 

Manager Bert Charle. 

Representative Bernard Howai 



PENNSYLVANIA 

NEGRO POPULATION 852,75 

WHITE POPULATION 10,454,00 

Philadelphia 

WDAS 1480 kc 5 k 

Total Broadcast Hours Weekly U 

Percent Negro-Appeal Programing K 

Negro-appeal program types Hrs. w 

News 

Sports . 

Music 1- 

Religion 

Pub. Service 

Manager Robert A. Kle 

Representative Bernard Howa 

WHAT 1340 kc U 

WHAT-FM 96.5 mc 20,000 

Total Broadcast Hours Weekly 163 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs 

News , 20 

Music .69 

Religion 23 

Pub. Service ^2 

Misc i 

Manager Miss Dolly Bar 

Representative BoH 
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what's happening in PHILADELPHIA? 

CHANGE!! 



Astonishin g chan ge now affecting the media 
strategy of many enlightened advertisers. 

Look at two recent revelations from the pages of... 

WITH oufo*/ uo^wNa eontOM 



Negro Pup/7 Enrollment 
Tops 50% Mark Here 



By rtTUt H. BI.NZEN 
O; rii; au'Uun stall 
N«ero fnrollmert In thr Phil 
idflpiiia public ichaolf hti 
(tODf 0>fr 50 p»f Crnt for thf 
Itnt time in huter)' 

A racial turvrv inad4 hv lh< 
of Edvc'Uoj found U>at 
Jun« com 
t (h« city 



jNr|ro«< in high Khooli rrflectJ 
|th«ir tmier ichool dropout 
. ralf. Many faoora contribute 
to Khool dropout but it ii con- 
iidcrsd one of th« mon critit»J 
problrmi facinic AmcrKan edu- 
cation. 

The 9virvfl,v fchov^cd that • 
considerable amount of dr facto 
!se|regtlion tx\Hs m the Phila- 
Jdelphlt public Khooli. D* fact^ 
I VRrejiatmn is ugrtgatioj 
fart-iulnol in Ii 



Econofny leagut Report: 



City's White Population 
Is Down by 340,000 



The Pennsylvania Ecooomy] — Befwten 1955 and I8C0. 
Lttrue rrported yesierdav ih«t'»l>out 23,000 mipated here 
each \car Of itve« 17.000 
>»trt white and 6.000 no«*hitt. 

'P»r»o«-t<>-P«r»on* Plan 



200,000 white persona ind 75.- 
000 nonwhiies mlp»ted to Phil- 
adelphia durir.c th« I950< 

In lh» urn* decide, 540.000! —From 60 to 75 
whitei left tfi« cit.v. the PEL 
said Th« 200.000 whites. *hoj»; 



liHTited to ih« City, offvj this 
(jvemer.t from the cil> io_ 

i whit; 




Indeed, this is America's third Negro market, by a wide margin — and growing at an incredible 
rate. Philadelphia is nearly 30% Negro . . . almost 700,000 persons — and larger than the 
total population of a score of "major" cities. 

Where are your ad dollars in Philadelphia? Can NegrO-delphia be ignored any longer? Isn't it 
about time you re-examined your strategy here? 

A small budget siphoned off your major effort can establish a product franchise in this "make 
or break" market. Many are doing it with as little as $10,000 per year invested with WHAT 
Radio ... a station with a distinguished record of service to its community and advertisers. 

Call The Boiling Co. for more provocative details. 




WHAT Radio Center, 3930-40 Conshohocken Ave., Philadelphia 31, Pa. • TRinity 8-1500 



WHAT 




20 .M Gi sr 1963 



Pittsburgh 



WAMO 860 kc 1 kw 

WAMO-FM 105.9 kc 72,000 w 

Total Broadcast Hours Weekly 168 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs.wk. 

News 10 

Sports 2 

Music 114 

Religion 20 

Pub. Service 20 

Misc 2 

Manager Leonard Walk 

Representat.ve Bernard Howard 



SOUTH CAROLINA 

NEGRO POPULATION 829.291 

WHITE POPULATION 1,551,022 

Charleston 

WPAL 730 kc 1 kw 

Total Broadcast Hours Weekly 84 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News , . , 4'/4 

Music .' , 38 

Religion _ 33 V2 

Pub. Service ■ SV* 

Manager Robert Chrystie 

Representative Bob Dore, Dora-Clayton 




PITTSBURGH 




BOSTON 

(Pending FCC Approval) 



BUFFALO 




Bill Powell Dora Richardson Alexander Martin 



WAMO 



WUFO 



WAMO 



Q IP! 

Jimmy Lyons Marlene Moore 
WUfO WAMO 




Leroy HacKer 
WAMO 




Sylvia WAMO 



DOUBLE WAMO PITTSBURGH WUFO IN BUFFALO 



Pittsburgh's only Negro Market 
Station. Over 15 years with power, 
coverage, and well established per- 
sonalities. WAMO 860 AM, 72,000 
watts, 106 FM. Now serving the tri- 
state's Negro market 24 hours a 
day. WAMO AM coverage includes 
the important mill towns up and 
down the river valleys that total more 
population than Pittsburgh itself! 




c/unom/c 
oroaofcasr/ng 
/nc. 



Programming fulf time to 
the Buffalo Negro market 
which increased 143% be- 
tween 1950-1960. One of 
America's fastest growing 
Negro markets! 

WILD - BOSTON 

Soon to be added to Dynam- 
ic Broadcastings growing 
group of stations serving 
the Negro market. 

Bernard Howard 

National Representative 

Leonard Walk 

President 

Joe Bassett 

Vice President 
National Sales Manager 

Call 462-6000 Area Code 412 



Columbia 

wOlC 1320 kc 1 kw 

Total Broadcast Hours Weekly 133 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News . , 14 

Music 89 

Religion 20 

Pub. Service 10 

Manager Russell George 

Representative Bob Dore, Dora-Clayton 



Florence 

WYNN 540 kc 250 w 

Total Broadcast Hours Weekly 90 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News , 5 

Music , 70 

Religion 10 

Pub. Service 5 

Manager David C. Phillips 

Representative Bob Dore, Dora-Clayton 



Hartsville 

WHSC 1450 kc 1 kw (d), 250 w (n) 

Total Broadcast Hours Weekly 114 V2 

Percent Negro-Appeal Programing 34 

Negro-appeal program types Hrs. wk. 

News 6 

Music 20 

Religion 11'2 

Pub. Service 2 

Manager Oby B. Lyies 



Kingstree 

WDKD 1310 kc 5 k 

Total Broadcast Hours Weekly , 90 

Percent Negro-Appeal Programing 501 

Negro-appeal program types Hrs. wk 

Music , 30 

Religion 7 

Pub. Service 7 

Manager E. G. Robinson. Jr. 



North Augusta 



WTHB 1550 kc 1 kw 

Total Broadcast Hours Weekly 84 

Percent Negro-Appeal Programing IOC 

Negro-appeal program types Hrs.wk 

News 8^1 

Music ,j. . , 53 

Religion 6 

Pub. Service 8^i 

Misc. , . , 8 

Manager Reese J. Vaugtii 

Representative Bernard Howart 



I 
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Sell all 

TEXAS 

You cannot cover 
250/000 Negroes in 

East Texas from 
Dallas and Houston 
BUY 

KJET 

lEAUMONT-PORT ARTHUR 

AND 

KZEY 

TYLER'LONGVIEW 
ONLY NEGRO MEDIA AVAILAILE 
FROM N.E. TEXAS TO THE GULF 

Accounts looking for sales use 
these stations 52 weeks a year 

REPS: BOB DORE 
Doro-Clayton in S.E. 
or coll Tom Gibson in Dallas 
EMorson 1^)405 



I 



Spartanburg 



I 



WZOO 1400 kc 1 kw (d). 250 w (n) 
Total Broadcast Hours Weekly .... 140 
Percent Negro Appeal ProEraminE . 2S 

Ne^ro appeal program types Hrs. wK. 

Music .35 

Manager John K. L. Peterson 

Representative M. A. Sales, Bernard I. Ochs 

TENNESSEE 

NEGRO POPULATION 586,876 

WHITE POPULATION 2,977.753 

Chattanooga 

iWNOO 1280 kc 1 kw 

Total Broadcast Hours Weekly 103 

Percent Negro Appeal Programing .100 

Negro-appeal program types Hrs. wk. 



News . 
Sports 
Music 
Religion 
i Pub. Service 
' Misc. . . 
Manager 
Representative 

lackson 



14 

. 3 

56 

23 

5 

2 

Fred J. Webb 
Bob Dore 



Misc 11' I 

Manager Robert C B o* 

Representative Savalli Gates 

Memphis 

WDIA 1070 kc 50 kw 

Total Broadcast Hours Weekly 140 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs wk. 

News 1 1 

Sports 30 

Music . . 78 

Religion -6 

Pub. Service 15 

Manager Bert Ferguson 

Representative Boiling 

WLOK 1480 kc 5 kw 

Total Broadcast Hours Weekly ... 116^4 
Percent Negro-Appeal Programing . . 109 
Negro-appeal program types Hrs. wk. 

News 15 

Music 74*1 

Religion -27 

Manager W L. Whitworth 

Representative Bernard Howard 



iVJAK 1460 kc 1 kw 

Total Broadcast Hours Weekly 96 

'ercent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 18 

Music 47 

Religion 13Vi 

Pub. Service 6 



Nashville 

WVOL 1470 kc 5 kw (d), 1 kw (n) 

Total Broadcast Hours Weekly 131 

Percent Negro-Appeal Programing . 100 

Negro-appeal program types Hrs. wk. 

News 3 

Music 65 

Religion .33 

Pub. Service 30 

Manager Donald K. Clark 

Representatives Gill-Perna. Rounsaville 



> amiiiiiniiiniiiiiiiiiinniiiiniininniiintiiiiiniiiiiniiiiiniiininiiiiiniiiin 




SRtribution to youth 

I'liilHT-i of Charlotte ti-i-ii-.im- roiiiicil lixik on .is W'illi.iiii .Siiiulrr-. of ri'i •mm-s 

h'.irtl for tlio st.itioii. Aw.iril is iii.nlf fur most oiitst.iiiiliiii: >(mtli coiitriUiition in .irra 

iiiHinniiniiiiniiiiiiiKiniiiniiiniiiiiiimninniiiiiiiiiiimmniiinininiiiniini 



UNDUPLICAIED!!! 

KNOK RAO 

DALLAS-FORT WORTH 
REACHES THE LARGEST 
UNDUPLICATED NEGRO 
RADIO MARKET IN THE 
UNITED STATES"' 

No Olhtff NrRfO .ldv«ft Sinn mrdium 
covpf* Ihr On 3* Fo't Wo'th Nvk'O 
Market. Ihr Soulh t Tiflh Li'KVi: 

On< Slilionl With Ont O'df! Of S<ll<dul<' 

for 100% Sales lff«ctiveness 



tn DallJ^ - fori t«0<»*- 



.S'ttuirf tt epburn, PrtMtdrnt 
I>>I'.>| Studio fori Worth Slud a 
191« Fornt a<01 K mbo 

HA 1-4U4 TK 1.127" 

BERNARD HOWARD CO. 



•1962 U. S Census Estimated 
Negro Population 



lS0R/2f) .\icusT 1963 
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TEXAS 

NEGRO POPULATION 
WHITE POPULATION 

Beaumont 



1,187,125 
8.374,831 



Negro-appeal program types 

News • 

Sports 

Music 



Hrs. wk. 

12 

-2 

51 



KJET 1380 kc 1 kw 

Total Broadcast Hours Weekly 80 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 8 

Music 50 

Religion 16 

Pub. Service 6 

Manager Edward Henry 

Representatives Bob Dore. Dora-ClaytDn 



Dallas-Ft. Worth 

KNOK 970 kc 1 kw 

Total Broadcast Hours Weekly 105 

Percent Negro-Aopeal Programing 100 

Negro-appeal program types Hrs. wk. 

News Si/j 

Sports . . 2 

Music 52"? 

Religion 21 

Pub. Service 21 

Manager Stuart J. Hepburn 

Representative Bernard Howard 



Religion 21 

Pub. Service 17 

Misc . 4 

Manager Robert C. Meeker 

Representative , Savalli/Gates 

KYOK 1590 kc 5 kw 

Total BroaJcast Hours Weekly .133 

Percent Negro-Appeal Programing . . . , 100 

Negro appeal program types Hrs. wk. 

News 22 

Sports ...10 

Music 75 

Religion 26 

Manager Joseph R. Fife 

Representative Bernard Howard 



Houston 

KCOH 1430 kc 1 kw 

Total Broadcast Hours Weekly 107 

Percent Negro-Appeal Programing 100 



Tyler 

KZEY 690 kc 250 w 

Total Broadcast Hours Weekly 88 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs. wk. 

News 8 

Sports ... 1 

Music 50 

Religion 25 

Pub. Service 2 

Manager W. L. Whitworth 

Representatives Bob Dore, Dora-Clayton, 

Harlan Oakes 



NEW KCOH BUILDING MEANS MORE WAYS 
TO SELL HOUSTON'S NEGRO MARKET! 

The new KCOH building is impressive evidence of support 
and acceptance by the Negro community in Houston . . . from 
its gleaming new Gold Room, which will seat 300 people for 
sampling sponsor products to the fabulous "Looking Glass 
Studio" . . . the new building emphasizes KCOH's leadersTiip 
in the Negro community. 



National Representatives 

SAVALLI-GATES 




KCOH 5011 ALMEDA, 
HOUSTON 4, TEXAS 
AREA 713— JA. 2-1001 





24 Hours 
A Day 



"ROCKET 



RADIO" 

"Source— Metropolitan Negro Pulse, Sept. 1962 
reaching: 

the NINTH HEAVIEST 
CONCENTRATION of 
NEGROES in the 
COUNTRY . . . PLUS 

FORT BENNING 

the Wwltl's largest Infantry Center 

with: 

★ TOP PERSONALITIES 
-k 8 Remotes each week 

★ TOP WOMAN'S SHOW 

★ ROCKET NEWS Capsules , 

★ Consistent and HEAVY 
PROMOTION to 

reach 236,000 listeners. 

Phil Melfzer, President 

WOKS 

p. 0. BOX 1998 
COLUMBUS, GEORGIA 

BERNARD HOWARD & CO., Inc. 
NATIONAL REPRESENTATIVE 

BARNEY OCHS & CO., Inc. 
Allonlo, Go.. Regionol Repressnrariv* 
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Gospel singing contest 

i U imili ^l vl.icifl I'S k/.l' ^. iMi r I .ivLiin; liv|i Mi r\ li> miIi- lor tli< ii 

uijrilr i|ii.nl<t will) inilL i .irtixi l.ilit'l. Iiroiiiilit llMI.Odli (}.ik I'.inii l.ilx Iv .iiid 

olcN \1<«\< \liNs k/l.\ Mlv .fmul till rtliirii'. Iroiii llif r.ulid vl.itmii (Ir.il 



vuiK.niiiuiiiii -^.<1j:;;...u l^: .5:ii:iruiiiiii.i)iiuiiiiiiiiiiui:iiiuiii::iiiiiiiiiiii.ii 
VIRGINIA 



:iiiiiiiiiiiiiiuuii:iiiiiiii:jiiiiiuiiiiiii:::'uuui -.r. uiiii i 



NEGRO POPULATION 816.258 

WHITE POPULATION .... 3.142.433 

Chase City 

WMEK 980 kc 500 w 

Total Broadcast Hours WeeKly 98 
Percent Negro Appeal Programing 30 
Negro-appeal program types Hrs. wk. 

News . 3 

Music 22 

Religion .... 3 

Pub Service . . 1 



Religion 6'i 

Pub. Service I9'j 

Misc . 10' 2 

Manager William L Eure. Jr 

Representative Continental 



Petersburg 



WSSV 1240 kc 1 kw (d). 250 w (n) 



Manager 



Arthur A. Moran. Jr. 



Janville 

MILA 1580 kc 

Total Broadcast Hours WeeKly... 
'ercent Negro-Appeal Programing 
Negro-appeal program types 
News 
Sports 
Music 
Relig or 
nager 
I ;resentative 

Noi 



Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 

Negro-appeal program types 

Music 

Religion 

Pub Service 

Misc. 
Manager 
Representative 



124 
25 

Hrs. wk 
26 
3 
1 
1 

R. A. Beane 
Sava'li Gates 



1 kw 

72 

100 
Hrs.wk. 
13 

2 

37 

20 

George J Lund 
Bernard Howard 



Norfolk 

VRAP 850 kc 5 kw (d), 1 kw (n) 

olal Broadcast Hours Weekly 130 

'ertent Negro-Appeal Programing . , .100 

Negro-appeal program types Hrs. wk. 

News ... 9 

Music SJi-i 



Richmond 

WANT 990 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 100 

Negro-appeal program types Hrs.wk 

News 10 

Music . 73 

Religion 10 

Manager Roger Coty 



Representative 



United. Dora Clayton 
Robert Witti^ 



WASHINGTON 

NEGRO POPULATION 
WHITE POPULATION 



48.738 
2.804,476 



Seattle 



KZAM fM 92.5 nc 


17.500 w 


Total Hours Broadcast weekly 


IS2 


Percent Nejro Appeal Programing 


ICO 


Negro appeal program types 


Hrs «k 


New 


8 


Sports 


6 


Music 


74 


Religion 


16 


Pub Service 


16 


1.* iC 




Manager 


Danny Dewer 


uyicpnuciu 
WliUUNilN 




KIFHRH PnPIII ATinN 


Q7 Q77 


WHITE POPULATION 


3 690 077 


Milwaukee 




WAWA 1590 kc 


1 kw 


Total Broadcast Hours Weekly 


100 


Percent Negro-Appeal Programing 


50 


Ntgro appeal program types 


Hrs. wk 


News 


1 


Music 


44 


Religion 


M 
•i 


Pub Serv ce 


1 


Manager N K Searles 



Representative Bernard Howard 



WANT RADIO 

is a solid 

FIRST IN 
NEGRO 
AUDIENCE 

in 

RICHMOND, VA. 

42% city of 
Richmond is Negro 
(1960 Census). 

WANT 

513 E. Main Street. RkKmond, Vo. 
Milton 3-6366 

A OiyiliOn ot Uniftd Broodcoi'ing Co 

flcprctcfcd nqfionOllT by 
NEW YORK Bob Witti^ i20 Mo4<»0n Aw< 
ATLANTA DorO ClOTtOn A^vncT. I've 



MNSOR L't; wr.tsT I%3 



STILL THE MOST 
IMPORTANT 
COMPUTER IN 
THE BUSINESS 

This compact data processing system is located in the back of the buyer's mind. It 
prevents buying disasters, encourages buying triumphs. Output: Cheering go- 
aheads, dampingdanger signals, memorable advertisements, noteworthy call-letters, 
unusual techniques, good ideas. On what does this stream of consciousness feed? 
On SPONSOR, notably— all broadcast, all buying. SPONSOR programs the necessary 
news; thoughtfully probes for meaning; perceptively reports trends, up, down, on, 
off. And the more important non -human computers become— the more our human 
friends will be relying on S P 0 N S 0 R , the broadcast idea weekly that brings to the 
moment of decision many messages ( including station advertising). 555 Fifth 
Avenue, New York 17. Telephone: 212 MUrrayhill 7-8080 




•10 



SPONSOR L'fi AiT.isr \% 



Other Negro-appeal radio stations 



/-(•AS ifuiii 2-y c of xrfirdiilr) 

ALABAMA 
Auburn 

» WAUD 1230 kc 1 kw (d), 250 w (n) 

' Total Broadcast Hours WeeKly 128 

Percent Ne2ro-Appeal Pro2ramjn2 15 

Ne2ro appeal program types Hrs. wK. 

News Various 

Sports .... Various 

Music 12 

Religion Various 

Pub. Service ... 1 
Manager Elmer G Salter 



Clanton 



rKLF 980 kc 1 kw 

;KLF-FM 100.9 mc 370 w 

Total Broadcast Hours Weekly. ... 112 
Percent Negro-Appeal Programing 19.6 
Negro-appeal program types Hrs. wk. 

Music 9 

Religion .. 8 

Pub. Service 1 

Misc 4 

Manager James H. Dennis 

Representative Continental 



Dothan 

tVOOF 560 kc 5 kw 

Total Broadcast Hours Weekly 95 
'ercent Negro Appeal Broadcasting 15 
Negro-appeal program types Hrs. wk 

News , . . . "-J 

Music . 10 

Religion 2^4 

nager Mrs. Agnes Dowling Simpson 

pepresentatives Thomas F. Clark. 

James S. Ayers, Harlan G. Oakes 



fila 

ILA 1240 kc 250 w 

9tal Broadcast Hours Weekly 123 
trcent Negro-Appeal Programing 18 
Negro-appeal program types Hrs. wk. 

News . . ^2 

Music 23 

Religion ...... ^4 

lanager Martin J Uantv 

epresentative Keystone 



Fort Payne 



WZOB 1250 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 7 

Negro-appeal program types Hrs. wk. 

Music S 

Religion . . 2 

Manager Glenn M. Grav.tt 

Representative Keystone 



Selma 

WGWC 1340 kc 1 kw (d). 250 w (n) 
Total Broadcast Hours Weekly 13Q 
Percent Negro-Appeal Programing 7 
Negro-appeal program types Hrs. wk. 

Sports . . . 'i 

Music 7i'4 

Religion 

Manager Robert J. Martin 

Representatives Hal Holman, Dora Clayton 



ARKANSAS 



Pine Bluff 



KPBA 



1590 kc 



1 kw 

Total Broadcast: Hours Weekly 90 
Percent Negro. Appeal Programing. 10 
Negro-appeal program types Hrs. wk. 

News ... 1 

Religion 8 

Manager Howard M Peters 

Representative Gene Bolles 



FLORIDA 
Fort Pierce 

WARN 1330 kc 1 kw 

WARN-FM 98.7 kc 1300 w 

Total Broadcast Hours Weekly 126 

Percent Negro-Appeal Programing 11.9 

Negro-appeal program types Hrs. wk. 

Music 12 

Rel gion 3 

Manager Charles C Castle 

Representative Prestige 



Ocala 

WMOP 900 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programiivg 10 



Negro appeal program types 
News 
Music 
Religion 
Manager 



Hrt 



James Kir 



Quincy 



WCNH 1230 kc 1 kw 

Total Broadcast Hours Weekly 118 

Percent Negro-Appeal Programing 20 

Negro-appeal program types Hrs. wk. 

News . . 1 

Music 21 

Religion 1 

Manager Da<e Drew 

Representative George T Hopewell 



Sanford 

WTRR 1400 kc 1 kw (d), 250 w (n) 
Total Broadcast Hours Weekly 111 
Percent Negro-Appeal Programing 6 

Negro-appeal program types Hrs. wk. 

Music 6^ 

Pub Service .... 
Manager Myron A Reck 

Representative Hal Walton 



West Palm Beach 

WIRK 1290 kc 5 kw (d), 1 kw (n) 

Total Broadcast Hours Weekly.. l25 

Percent Negro-Appeal Programing 11.6 

Negro-appeal program types Hrs. »k. 

Music . 12 

Religion 2^7 

Manager Joseph S field, Jr. 

Representative Vasia 



GEORGIA 
Americus 

WDEC 1290 kc 1 kw 

Total Broadcast Hours Weekly 86 
Percent Negro-Appeal Programing 15 
Negro-appeal program types Hrs "k 

News I'l 

VUSIC 

Rel gion 3 5 6 

Pub Ser\ ce 
Manager Chares C Smith 

Representatives In^ie Sa'es Dora-Cla«ton 
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Athens 

WOOL 1470 kc 1 kw 

WDOL-FM 104.7 mc 3920 w 

Total Broadcast Hours Weekly 90 

Percent Negro-Appeal Programing . . .17 
Negro-appeal program types Hcs. wk. 

News . 1 Vi 

Music IOV2 

Religion 1 V2 

Pub. Service IV2 

Manager Frank Harmon 

Representatives Thomas F. Clark, C. K. Beaver 



Baxley 

WHAB 1260 kc 5 kw 

Total Broadcast Hours Weekly 90 

Percent Negro-Appeal Programing 10 

Negro-appeal program types Mrs. wk. 

Music , 6 

Religion 3 

Manager Farnell O'Quinn 

Representative Prestige 



Blakely 

WBBK 1260 kc 1 kw 

Total Broadcast Hours Weekly 90 

Percent Negro-Appeal Pro^raminj 23 

Negro-appeal program types Mrs. wk. 

News 2 

Sports J 

Music 12 

Pub. Service 5 

Manager Wayne R. Foster 

Representative Keystone 



Brunswick 

WMOG 1490 kc 250 w 

Total Broadcast Hours Weekly 140 

Percent Negro-Appeal Projraming 8 

Negro-appeal program types Hrs. wk. 

News 1 

Music i^Vi 

Religion 4 

Pub. Service II/2 

Manager George K. Wolfes 

Representative Allen Woodall 



La Grange 



WLAG 1240 kc 1 kw (d), 253 w (n) 

Total Broadcast Hours Weekly..,., 126 

Percent Negro-Appeal Programing 6 

Negro appeal program types Hrs. wk. 

News 1 

Music 5 

Religion 1 

Manager Edwin Mullinax 



Madison 

WYTH 1250 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 14 

Negro-appeal program types Hrs. wk. 

Music .13 

Religion Vz 

Manager James Small 



Statesboro 

VIWNS 1240 kc 1 kw (d), 250 w (n) 

Total Broadcast Hours Weekly 117 

Percent Negro-Appeal Programing 15 

Negro-appeal program types Hrs. wk. 

Music 8V2 

Religion 8V2 

Manager Donald McDougald 

Representative George Swearlngen 



Swainsborg 

WJAT 800 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 20 

Negro-appeal program types Hrs. wk. 

News . . , , 1/2 

Music , 19 

Religion V2 

Manager John J. Balles 

Representative Gene Bolles 



Vaidosta 

WGOV 950 kc 5 kw (d), 1 kw (n) 

Total Broadcast Hours Weekly 129 

Percent Negro-Appeal Programing. 10 

Negro-appeal program types Hrs. wk. 

News 1 

Music 8 

Religion 4 

President W. H. Keller, Jr 

Representatives Bob Do/e, Dora-Clayton 



Waycross 

WACL 570 kc 5 kw 

Total Broadcast Hours weekly 132 

Percent Negro-Appeal Programing 8 

Negro-appeal program types Hrs. wk. 

Music JO 

Manager James S. Rivers, Jr. 

Representative Savalli/Gates 



ILLINOIS 
La Grange 

WTAQ 1300 kc 

Total Broadcast Hours Weekly. 



Percent Negro-Appeal Programing 1.5 

Negro-appeal program types Hrs. wk. 

Religion .., 2 

Manager Arthur L. Schlaman 

Representative Vic Piano 



INDIANA 
Gary 

WWCA 1270 kc 1 kw 

Total Broadcast Hours Weekly 120 

Percent Negro-Appeal Programing 1 

Negro-appeal program types Hrs. wk 

News 1 

Music 18 

Pub. Service 2Vz 

Manager Dee 0. Coe 

Representative Glll-Perna 



KENTUCKY 
Lebanon 

WLBN 1590 kc 1 kw 

Total Broadcast Hours Weekly IOIV2 

Percent Negro-Appeal Programing .. 18 
Negro-appeal program types Hrs. wk 

News . , 

Music ,,- ....1 

Religion , 

Pub. Service 

MIsc 

Manager J. T. WhitlocSi 

Representative George T. Hopewell 



Madisonville 

WTTL 1310 kc 500 * 

Total Broadcast Hours Weekly 84 

Percent Negro-Appeal Programing U 

Negro-appeal program types Hrs. wk 

News V: 

Music 11 

Religion 2 

Pub. Service 

Manager Vernon Arnettf 

Representative Hal Walto 



1 kw 

.133 



Middlesboro 

WMIK 5S0 kc 500 v 

Total Broadcast Hours Weekly 9< 

Percent Negro-Appeal Programing ...H 
Negro-appeal program types Hrs. wh 

Music 

Manager Maurice K. Henr 

Representative George T. Hopewe 
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WE SQUEEZED 
THE AIR OUT 
AND LEFT 
NOTHING 
BUT AIR IN 




broadcast . all buying . , . all im- 
flant. That's SPONSOR, designed as 
md still— a buyer's book. Not pe- 
ntic, mind you. Not gossipy. We pre- 
It the top of broadcast news, quickly; 

meaning of the news, deeply; the 
hd of the news, perceptively; the fu- 
t of the news, daringly. Do we ever 
toy? Offend? Disrupt? Yes. We also 
fich the buying mix in the back 
buyer's mind— with the stuff that 
make the difference between 
n'ng" and "buying." That's why the 
r reads SPONSOR, the broadcast 
weekly with the fat trimmed away. 
Fifth Avenue, New York 17. Tele- 
tpni: ?12 MUrrayhill 7-8080. 



LOUISIANA 
Lafayette 

KVOL 1330 kc 1 kw 

Total Broadcast Hours Weekly 135 

Percent Netro-Appeal Pro£ramin£ 14 

Ne^ro appeal program types Hrs. wk. 

News ... 4 

Music 13 

Pub. Service 2 

Manager [van H Hughes 
Representatives Meeker, Southeastern 



iVe^ (r 6 lebedu 
C Pfrrn 



Lake Charles 



KAOK 1400 kc 


1 kw (d), 250 w (n) 


Total Broadcast Hours Weekly 


126 


Percent Negro-Appeal 


Projraming 


16 


Negro-appeal program types 


Hrs. wk 


News . . 




I'j 


Music . 




16 


Religion . 




2 


Pub. Service 




1 n 


Manager 


W L. 


Jackson 


Representative 


Bernard 


Howard 



Opelousas 

KSLO 1230 kc 1 kw (d), 250 w (n) 
Total Broadcast Hours Weekly 123 
Percent Negro-Appeal Programing 6.5 
Negro-appeal program types Hrs. wk 

News ... ^* 

Music ... 9^4 

Relig on 1.2 

Manager Marl n J. Darity 

Representative Hal Walton 



MARYLAND 
Baltimore 

WITH 1230 kc 1 kw 

Total Broadcast Hours Weekly 168 

Percent Negro-Appeal Programing 16 

Negro-appeal program types Hrs. wk. 

News .. I'-j 

Music 22h 

Religion ... 3 

Manager R. C Embry 

Representative Select 



MICHIGAN 
Muskegon 

WMUS 1090 kc 1 kw 

Total Broadcast Hours Weekly 70 

Percent Negro-Appeal Programing 7 

Negro-appeal program types Hrs. »k. 

Religion ... 4 

Pub. Service 5 minute^ 



Manager 
Representative 



MISSISSIPPI 



Belzoni 

WELZ 1460 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 13 

Negro appeal program types Hrs ok 

Music 9 

Rel Kion 4 

Manager Jerry Cadd^ 

Representative Breen S V.ard 



Clarksdale 

WROX 1450 kc 250 w 

Total Broadcast Hours Weekly 126 

Percent Negro-Appeal Programing 24 5 

Negro-appeal program types Hrs. wk 

News 1 

Music 24 
Religion 

Pub. Service 1 
Manager Thomas G Reardon 

Representative '/as a 



Columbus 

WCBI 550 kc 1 kw 

Total Broadcast Hours Weekly I2ri 

Percent Negro-Appeal Programing 12 

Negro-appeal program types Hrs. wk. 

News . . 

Music ... lOh 

Religion ... 3'a 
Manager Robert Evans 

Representatives Masla. C K Beaver 



Greenville 

WGVM 1280 kc 5 kw 

Total Broadcast Hours Weekly 100 

Percent Negro-Appeal Programing 24 

Negro-appeal program types Hrs. ak 

Music 20 

Religion 3 

Pub Service I 
Manager Edward M Guss 

Representative Deviev 



Macon 

WMBC 1400 kc 250w 

Total Broadcast Hours Weekly 111 

Percent Negro-Appeal Programing 15 

Negro-appeal program types Hrs. <>k. 

News '■•J 

Music H 

Re igion 2 

Manager Frederic* A Dav s 

Representative George Hope^e 



L'G .MT.LST 1963 



West Point 



NORTH CAROLINA 



Raleigh 



WROB 1450 kc 250 w 

ToUl Broadcast Hours Weekly 114*/: 

Percent Negro-Appeal Proeraming. . . . . 20 
Negro-appeal program types Hrs. wk. 

News 1 

Music 13 

Religion 7 

Pub. Service 2 

Manager John E. King, Jr. 

Reoresentatives C. K. Beaver, 

George T. Hopewell 



NEW JERSEY 



Vineland 

WWBZ 1360 kc 1 kw 

Total Broadcast Hours Weekly 126 

Percent Negro-Appeal Programing 1.5 

Negro-appeal program types Hrs. wk. 

Music ., 2 

Pub. Service Vt 

Manager Robert C. Crager 

Representative Gill-Perna 



Burlington 



NEW MEXICO 
Hobbs . 

KWEW 1480 kc 5 kw 

Total Broadcast Hours Weekly 128 

Percent Negro-Appeal Programing 16 

Negro-appeal program types Hrs. wk. 

Music 2OV2 

Manager Harry McAdams 

Representatives Grant Webb, Keystone 



NEW YORK 



Albany 

WABY 1400 kc 1 kw 

Total Broadcast Hours Weekly 168 

Percent Negro-Appeal Programing 8 

Negro-appeal program types Hrs. wk. 

Music 13 

Religion 1 

Manager E. L. Trudeau 

Representative McGar/en-Guild 



Niagara Falls 

WJJL 1440 kc 1 kw 

Total Broadcast Hours Weekly 88 

Percent Negro-Appeal Programing 1 

Negro-appeal program types Hrs. wk. 

Music 1 

Hours Weekly 

Manager Thomas W. Talbot 

Representative Burn-Smith 



WBBB 920 kc 5 kw 

Total Broadcast Hours Weekly 75 

Percent Negro-Appeal Programing 11.5 

Negro-appeal program types Hrs. wk. 

Music 6 

Religion , 1 

Misc.' 1 

Manager E. Z. Jones 

Representative Thomas Clark 



Dunn 

WCKB 780 kc 1 kw 

Total Broadcast Hours Weekly 90 

Percent Negro-Appeal Programing 8 

Negro-appeal program types Hrs. wk. 

Music 7 

Manager A. Lincoln Faulk 



Farmville 



WFAG 1250 kc 500 w 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 8 

Negro-appeal program types Hrs. wk. 

News - 3 

Music 3% 

Religion 1V4 

Managers Carl V. Venters, Jr. and 

H. Cloid Wade, Jr. 
Representative George W. Hopewell 



Greensboro 

WGBG 1400 kc 1 kw (d), 250 w (n) 

Total Broadcast Hours Weekly 137 

Percent Negro-Appeal Programing 11 

Negro-appeal program types Hrs. wk. 

News , 2 

Music 12 

Religion 1 

Manager Ralph M. Lambeth 

Representative Burn-Smith 



Kinston 

WELS 1010 kc 1 kw 

Total Broadcast Hours Weekly 84 

Percent Negro-Appeal Programing ..,12 

Negro-appeal program types Hrs. wk. 

Music 8 

Religion 2 

Manager Jack P. Hankins 

Representative Bogner & Martin. 

Whitehead Assoc. 



WRAL 1260 kc 1 k 

Total Broadcast Hours Weekly 131',. 

Percent NegroAfpeal Programing 7 

Negro-appeal program types Hrs, wk 

Sports 

Music ^ 

Pub, Service 

Manager Tom Tucke 

Representative H- 



Rocky Mount 
WCEC 810 kc 1 k 

Total Broadcast Hours Weekly 

Percent Negro-Appeal Programing t 

Negro-appeal program types Hrs. w 

News ^ 

Music - 7 

Religion 5 

Manager Mel War 

Representative Savaili/Gat 



Shelby 

WADA 1390 kc 500 

Total Broadcast Hours Weekly £ 

Percent Negro-Appeal Programing 1 

Negro-appeal program types Hrs. w 

Music 

Religion 

Manager Boyce J. Han 

Representative Grant We 



Wilson 

WGTM 590 kc 5 k 

Total Broadcast Hours Weekly 121 

Percent Negro-Appeal Programing 20 

Negro-appeal program types Hrs. » 

News „ 

Music 

Religion , 

Pub, Service 

Manager Penn T. Watson, 

Representatives Clarke Brown (Sout 

T. N. Spot Sa 

WVOT 1420 kc 1 kw (d), 500 w ( 
WVOT-FM 106.1 mc 23,5 

Total Broadcast Hours Weekly..,,. 1 

Percent Negro-Appeal Programing 

Negro-appeal program types Hrs. 

News 

Sports 

Music 

Religion 

Pub. Service 

Misc 

Manager Harry W. Severa 

Representative Devr 
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THE ONLY PART OF 
SPONSOR THAT'S 
NOT ABOUT 
BUYING! 




» buying. All broadcast buying. That's 
!ONSOR, from stem to stern, master 
(an editorial policy which bars every- 
tng else. What does the editorial 
Picy let in? The urgent top-of-the- 
f»S; the fleep significance thereof; 
tids up or down which buyers should 
biclimbing on or jumping off of; in- 
Cve views of the future. Result: Vital. 
M-paced enrichment of the buying 
If, that reservoir of turmoil and turn- 
"r in back of the buyer's mind into 
"ch he stirs fresh numbers and avails 
tcome up with the best possible buy. 
"waste for buyers in SPONSOR, the 
••ulcast idea weekly that is all-meat 
't advertisers, too. 555 Fifth Avenue, 
York 17. Telephone: 212 Murrayhill 
'■30. 
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OHIO 

Youngstown 

WBBW 1240 kc 1 Kw 

WBBM-FM 93.3 mc 175O0 w 

Total Broadcast Hours Weekly 137 

Percent Ne£ro Appeal Protraminj 1 

Netro appeal pro{ram types Hrs. wk. 

Religion . . . . IV^ 

President John Cherpack, Jr. 

Representative Weed Radio 



OKLAHOMA 
Muskogee 

KBIX 1490 ke 250 w 

Total Broadcast Hours Weekly 126 

Percent Ne^ro Appeal Proiramin; 5 

Netro appeal program types Hrs. wk. 

Music 5 

Pub. Service 1 

Manager Tarns Bixby III 

Representative George I. Hopewell 



Sano Springs 

KTOW 1340 kc 250 w 

Totaf Broadcast Hours Weekly 119 

Percent Negro-Appeal Programing 20 

Negro-appeal program types Hrs. wk. 

News . . ... 2V2 

Music 20 

Religion 1 

Manager Larry Eck 



SOUTH CAROLINA 
Greenville 

WESC 660 kc 10 kw 

Total Broadcast Hours Weekly 84 

Percent Negro-Appul Programiog 20 

Manager John Y. Davenport 



Representative 



Bollin; 



Greenwood 

WGSW 1350 kc 

Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 

Negro-appeal program types 

Music 

Religion 

Manager 
Representative 



I kw 

.. 98 

10 

Hrs nk. 

.5 
5 

George B. Cook, Jr. 
Indie Sales 



Lake City 

WJOT 1260 kc 1 kw 

Total Broadcast Hours Weekly IS 

Percent Negr^Appeal Prigraming 1 

Negro-appeal program types Hrs •> 

Music I 

Manager Hub Terry 



MuHins 

WJAY 1280 kc 5 kw 

Total Broadcast Hours Weekly . 8S 
Percent Negro Appeal Programing . 12 

Negro-appeal program types Hri wk. 

Music 9 
Religion .. 1 

Manager James F. Ramsey 

Representative C K. Beaver, Tobacco Network 



Orangeburg 

WDIX 1150 kc 5 kw (d), 500 w (n) 

Total Broadcast Hours Weekly 129 

Percent Negro-Appeal Programing 10 

Negro-appeal program types Hrs. wk. 

News ... . 2'-^ 

Sports 2^i 

Music 7 

Religion V4 

Manager Frederick A. Dav s 

Representative George Hopewell 



St. George 



WQiz 1300 kc 

Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 

Negro-appeal program types 

News 

Music 

Religion . 

Pub Service 



500 w 
.. 98 
. 20 
Hrs. wk. 

15 
3 

11. 



Manager Clarence Jones 



Sumter 



WSSC 1340 kc 1 kw (d), 250 w (n) 
Total Broadcast Hours Weekly 162 
Percent Negro.Appeal Programing 16 
Negro-appeal program types Hrs. wk. 

Music ISii 
Religion IQi-] 
Manager EdAard Oamron 

Representative Thomas F. Clark 



TENNESSEE 
Clarksville 

WJZM 1400 kc 

Total Broadcast Hours Weekly 
Percent Negro-Appeal Programing 



1 kw 

. 120 
15 



I 



Negro-appeal program types Hrs. wk. 

Music 14'/2 

Religion IVi 

Pub. Service 1 

Manager John Baile/ 



TEXAS 
Amarillo 

KIXZ 940 kc Skw 

Total Broadcast Hours Weekly 133 

Percent Negro-Appeal Programing 11 

Negro-appeal program types Hrs. wk. 

News , 1 

Sports 1 

Music 6 

Religion 1 

Pub. Service 1 

Misc 2 

Manager .John J. Heethand 

Representative McGavren-Guild 



Clarksville 

KCAR 1350 kc 500 w 

Total Broadcast Hours Weekly 82 

Percent Negro-Appeal Programing 20 

Negro-appeal program types Hrs. wk. 

News 

Sports 1/2 

Music 14 

Religion 1 

Pub. Service 1 

Manager Paul H. Daniels 

Representatives Continental, Clyde Melville 



Gonzales 



KCTI 1450 kc 250 w 

Total Broadcast Hours weekly 103V2 

Percent Negro-Appeal Programing 1.7 

Negro-appeal program types Hrs. wk. 

Music 13^ 

Manager Lawrence M. Walshak 



Longview 

KLUE 1280 kc 1 kw 

Total Broadcast Hours Weekly 96 

Percent Negro Appeal Programing 12 

Negro-appeal program types Hrs. wk. 

News Vi 

Music 8V2 

Religion 1 

Pub. Service Vi 

Manager G. Lowell Wolfe 

Representatives Masia, Melville, Beaver 



Marshall 

KMHT 1450 kc 1 kw 

Total Broadcast Hours Weekly 123 

Percent Negro-Appeal Programing 10 

Negro-appeal program types Hrs. wk. 

News ... .V. IV'2 

Music , 9 

Religion 2 '72 

Manager H. A. Bridge 

Representatives MasIa, Melville, Beaver 



I 



I 



Palestine 

KNET 1450 kc 250 w 

Total Broadcast Hours Weekly 108 

Percent Negro-Appeal Programing 1 

Negro-appeal program types Hrs. wk. 

News '/4 

Music % 

Religion 

Manager Allen E. Vinson 

Representative Wells F. Bruen 



Pasadena 

KLVL 1480 kc 1 kw (d), 500 w (n) 

Total Broadcast Hours Weekly 128 

Percent Negro-Appeal Programing 15 

Manager Felix H. Morales 

Representatives National Time Sales, 

Harlan G. Oakes, Don R. Pickens, 
Bernard I. Ochs 



San Antonio 

KCOR 1350 kc 5 kw (d), 1 kw (n) 

Total Broadcast Hours Weekly 132 

Percent Negro-Appeal Programing 15 

Negro-appeal program types Hrs. wk. 

News 1 

Music 15 

Religion 1 

Pub. Service 2 

Manager Nathan Safir 

Representative Savalli, Gates 



VIRGINIA 
Lynchburg 

WBRG 1050 kc 1 kw 

Total Broadcast Hours Weekly 98 

Percent Negro-Appeal Programing 10 

Manager Thomas L. Buckley 

Representative Thomas F. Clark 



Martinsville 

I 

WHEE 1370 kc 5 kw 

Total Broadcast Hours Weekly 90 

Percent Negro-Appeal Programing 9 

Managers C. F. Adams, T. W. Patterson 




No knock at mail (we use it ourselves), 
nor at reps (our best recommenders). 
But it's a fact that moved, new, pro- 
moted, name-changed buyers, take a 
while catching up to. Not for SPONSOR. 
Buyers make sure SPONSOR catches up, 
because of the way SPONSOR keeps 
them ahead, keeps their buying mix rich 
and current— with the top of the news, 
fast. The meaning of the news, deep. 
The trends, perceptively. They may not 
notify stations or reps of personal 
changes, but they do notify SPONSOR, 
the idea weekly of broadcast buying 
that gets through better than anybod) 
(except the rep). 555 Fifth Avenue, New 
York 17, 212 MUrrayhill 7-8080. 
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ETWEEN THESE COVERS YOU 
fAVE SHOPPED THE MARKET. 

!0W LET'S FACE THE FACTS! 



• Only one full-time ALL NEGRO per- 
sonality radio station in the entire Chicago- 
land area. 

. CONTINUITY ... 24 hours every day ... 7 

days a week 
• Instant Radio . . . 
• Stronger Hooper ratings 
• Merchandise plan that creates sales 
• The station that sends Negroes to the stores 

• We tell 'em . . . you selTem! 
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1450 ON YOUR 
RADIO DIAL 



BCl DORE 

•i'lal Representative— NYC 



DORA-CLAYTON AGENCY 
Southern Rrprctrntotivr 

BERNARD HOWARD & CO.. INC. 
U S (ticrpt NYC ond South 



or CO 

LLOYD WEBB 

CommtfCiol Monogtf 
]l2-<4; 2600 




What does WAAF do for 
National Advertisers? 




RADIO CHICAGO - 9 50 KC 




CHICAGO'S 

NEGRO 
MARKET 



In parly 1922, WAAF hit thp airwave! 
bpcome Chicago's first radio station and] 
ser\'ed Chicago ever since. Fiftppn years [ 
WAAF pionppred the Negro market witll 
hiring of its first N'egro announcer. Tc^ 
the WAAF stafT, both sales and talent, is 
interracial to more effectively sell the 
gponing Chicago Negro market and has 
an outstanding job. 



Marketing in America's largest single 
culture absolutely demands that any a-. 
tising and sales campaign be thoroughli 
tegratpd into a public relations progral 
gain full product acceptance. It demancJ 
understanding of. and respect for, M 
living and s|)pnding habits and the reel 
tion of the legitimate aspirations oil 
.American Negro. 

For full details on WAAF's domination < 
Chicago Negro market, contact WAAFI 
Mgr. Thomas L. Davis or WAAF's nalj 
representatives, the Boiling Co. 



Bptween 1950 and 1960. the Negro popull 
of the city of Chicago outgrew the (| 
total population of cities like Bostor 
Louis and Milwaukee. In addition, rrj 
class households jum|)ed from one in 
one in threo. Moreover, middle class ocij 
tional status more than doubled.* 

ChicaRo Commission on Human R*j 

An ethnic market of this size simply cl 
l>r ignored or merely lumped generally vj 
promotion campaign geared to the gC 
market. In many areas. Negro buying 
are radically different from those 
general market. 



Otrr thr years WAAF has ilerrloprd a u] 
iinilerslandhtf; of ihr Vrpro Markets- 




MARTY DADDY-O 
FAYE DAYLIE 



VINCE JESSE 
GARRITY OWENS 



NORM 
SPAUIDING 



R-Andolph t-lMI-GVw. Mir. Thom« 



boilfr 



